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Sparkle. 


Crilbert Papers 


...do sparkle! New cotton fibres combined in controlled 
processes with finest quality dyes produce a sparkling blue-white 
color that lasts. Adding Gilbert’s cockle finish to Bond paper 
provides you with a superior business letterhead that 


truly sparkles. Ask your supplier for samples. 


A GOOD LETTER !S ALWAYS BETTER...WRITTEN ON A GILBERT 


GILBERT 


PAPER COMPANY 


WENASHA. wisconst® 


COTTON FIBRE PAPER 





TOP INDUSTRIAL ADVERTISER finds... 


U.P. PICTORIAL RESEARCH 


the practical...inexpensive way to get 


CASE HISTORIES 


Se 
Unireo STATES RUBBER Ad Manager Ed Dadson who promotes the 
use of rubber in Mechanical Goods knows the importance of good case 
histories for advertising and sales promotion. Dadson, (above at right), 
discusses with advertising agency counsel Brooke Watson of Fletcher D. 
Richards, Inc., the various uses to be made of the on-the-spot product 
usage information and photographs contained in a U. P. Pictorial 
Research Report. 
Outstanding case history ads such as United States Rubber produces, 
require the right information and top-quality photographs. Ed Dadson 
finds U. P. Pictorial Research “the ideal, low-cost way to obtain this 
information . . . the best way we have found to get photos which pack 
sales power.” 
If you need case histories or photographs (black and white or color) 
for ads, mailers, brochures, bulletins, house organs, publicity, the U. P. 
Commercial Photography Division is ready to serve you 
... anywhere . . . anytime. Just fill out the handy coupon Harlow M. Church, Director 


below or telephone us at PEnnsylvania 6-8500 to obtain COMMERCIAL PHOTOGRAPHY DIVISION 
nintene tal ti UNITED PRESS ASSOCIATIONS 
ee 461 Eighth Avenue, New York 1, New York 


Please send me complete information, including costs, about the services 
checked: 


C) Pictorial Research Reports [] Advertising and studio photography 


[] Photographic assignments [] Location and publicity photography 
U. P. PICTORIAL RESEARCH [) Color photography [] Color prints — all types 


is a documented word-and- Name 


picture report of.your product 

or service as it is used by your 

customers. cengens 
isa : Address 


Title 
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SILLY, ISN’T IT, TO TAKE 
A NEEDLESS RISK? 


Taking risks, with little or nothing to gain, only complicates the con- 
tinual fight Advertising Agency PM’s have with the clock and the 
calendar—particularly when PM’s have assignments calling for roto- 
gravure preparation. All they need do to minimize or eliminate taking 
chances is to rely on the specialized service they can expect from 
INTERNATIONAL COLOR GRAVURE and SUPERTONE...The preparation 
of color positives that will reproduce with fidelity is the specialty of 
INTERNATIONAL... For the best possible service in monotone gravure, 
it’s SUPERTONE...Each maintains an unmatched reputation for offer- 


ing the accuracy and dependability needed in gravure preparation. 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


39 West 60th St. 
NEW YORK 23, N.Y. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7341 


: ‘ rie 
lhe tage <p. ae 
* ne rs 


480 Lexington Ave. 


SUPERTONE, INC. \« york 17,N.¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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Just Ctltin Us 


How Important Is the Price Tag? 








Advertising men are often accused of being careless with their companies' 
money, and so in self-defense they sometimes lean over backward when it comes 
to buying motion picture films and other audio-visual aids for sales promotion, 
sales training and public relations work. 










This is particularly unfortunate in film production, where professional 
craftsmanship is so vital and yet so difficult to write into the specifications. 
An advertiser who submits his script to a number of producers may get a wide 
range of bids, and unless he has some definite knowledge of the creative imagi- 
nation and responsibility of those competing for the order, he may assume that 
the most economical buy will necessarily be represented by the lowest bid. 





But since many films produced for public showings can be placed on televi- 
Sion programs, besides commanding large audiences in business, school and other 
groups in which the film sponsor is interested, the real price is not the ini- 
tial production expense, but the final cost per viewer. That is why quality, 
assured by top professional direction, is so clearly indispensable. 
















Authority and skill are needed to assure impact and memorability. Thus the 
integrity of the producer, his reputation for conscientious handling of every 

detail, and the confidence which customers of long standing have in his methods 
and output may prove to be far more important than the price tag. 





Big or little, your trusted film producer should be on your team. If he is 
worthy of your confidence, both on the technical and commercial sides, he will 
consistently demonstrate the difference between making a film to meet a price, 
and delivering the audiences you want. 


t 


2 ae 


G. D. Crain Jr. 
Publisher 




















a 





July, 1957 ADVERTISING REQUIREMENTS Vol. 5, No 













n Mv y } 

ADVERTISING REQUIREMENTS is published YT xin 200 Ef St Se 
monthly by Advertising Publications Inc., 20( S. R. Berns Conn , ago \Viliaware 
E. Illinois St., Chicago 11 (DElaware 7-5200) Dick =e 

ublishers of ADVERTISING AGE and INDUS Robert B Advertising Sales Office: 

"TRIAL MARKETING. Subscription rates: $3 per Ted San New York: 480 

ear in U. S., 50c¢ per copy. Add $2 per year Stanley E 5-0404)—lack G 

or foreign postage except for Canada, U. S Los Angeles: Simpson 

possessions and Pan-America, no extra post- m Bette 8th St. (DUnkirk 8-1179 

age charge San Francisco: Simpson-Reilly Ltd., 703 
Entered as second class matter Feb. 18, 195 Art Director : Ed Wagner Market St. (DOuglas 2-4994). © 

at Chicago, Ill., under the Act of Mar. 3, 1879 Circulation Manager Myron A. Hartenfeld Portland: Frank J. McHugh Jr., 520 S.W 
Additional entry, Mendota, II Copyright 1957 by Advertising Publications Inc 6th Ave ~Apitol 6-2561 











July 1957 + ar + 3 


OO a avertising 


TABLE OF 
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AR’s Ninth Semi-Annual Editorial Index .............. 22 


A classified list of all feature articles published in AR from 
January to June, 1957. 


How to Plan Your Public Relations Program ............ 


There are plenty of traps for the unwary in building a p.r. 
program, but here’s how to avoid them.  Paut B. ZucKER 


Handling Advertising Effectively; Part iV — Public Relations 


The fourth in this series shows how one ad agency handles 
. ° its public relations activities. 
printed job! 


*America’s leading photo-composition . . . . 

machine . . . almost instantly produces What’s Happening to Business Films ..............+.. 
uality hand lettering and display type. ; ' ; 5 : 
ern . . oa This special report on the American Film Assembly in- 


Scripts, casuals, free styles, formals, outlines, cludes a complete list of the award-winning business films 
gothics, futuras . . . and all other popular and 


ceodemn Sighebets ese youre at Buportant saviags and why they were made. Rosert B. Konrkow 
. with Filmotype! Filmotype’s all-inclusive 

selection contains over 1,000 styles and sizes of 

lettering typography such as these new favorites: 


Parisians Pay For Telephoned Ads ............+.200: 


FILMOTYPE | A report from France of a new advertising medium that 


has taken that sophisticated country by storm. 
Maurice BENSOUSSAN 


és an important 


money-Saver | What’s New in Audio-Visual Equipment .............. 


A round-up of what manufacturers have available to meet 
JO BYES) today’s problems in audio-visual presentation. 


phase of | 


AMdvorlising TV stations use filmed press releases on their news pro- 
g grams, but they must meet these special requirements. 
Leading typesetters RicHaArD B. KREPELA 


everywhere offer 

Filmotype. Ask your 

local typesetter for 

the complete set of . wae 

Filmotype catalogs. Or Bakelite Uses Modular Exhibits ................ 
for details on how 

you can easily own ° ; . 

your own Filmotype Twenty years’ experience has shown this company how to 
Machine, fill out and ° shahg 

‘eal die compen below. get the most from its exhibit dollar. Russ MATTHEWS 


to Get Your Films on Television ................. 


j the FILMOTYPE corporation 


—_ _ Ce Sa Fa ED he 6 vei eee He ee ce rwwen 


15 Send information about the Filmot P ae . . : . 
ype Photo | . 
1 Gicmeciien Gadiies and Gow onan @ bs tt Printing is finding new jobs to do and entering new fields 
own. i of communication, as these examples show. 
(] Have your representative give me a demonstra- | 
tion right in my own office. | understand there | Joe R. SCHOENINGER 
is no obligation. — 


| NAME 
1 
Oe . . . 
en ae PEC CTO TCE CC CTO EET. 
ADDR 
ZONE___STATE__ A new process adds colorful impact to the hitherto drab 


looseleaf binder, and is being used by imaginative admen. 
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Your Checklist 
for Sales.. 


Requirements 





CONTENTS 


Volume 5 © Number 7 


The Combination Plate 






A brief guide to the technical problems involved in pro- 
ducing an engraving which combines line and half-tone 
artwork. Larry LEVANT 





A New Dress for ‘Parade’ 





The thinking behind the recent redesign of this widely- 
circulated newspaper supplement. 


A Guide to Antique Art 





eon ee eoou O92 OOP B CSCO 47 TSC BSH CE OO SD 


Designers are gaining charm and humor by borrowing 

from the artwork of the past. What to use and where to ee 

get it are covered in this informative article. Rete 
TED SANCHAGRIN ha 


Lae): 
a LT TTP 
Promoting Newspaper Promotion ................06+- 73 


How General Electric Appliance Co., Los Angeles, used 
gimmicks and direct mail to get newspapers to grow en- 
thusiastic about merchandise promotion. Puit SEITZ 







How Premiums Build Gasoline Sales 


oeereeeee eee ee eee 





A close look at a successful premium promotion carried 


: Take advantage of all marketing 
out in the Pacific states by General Petroleum. 


essentials and your program 
becomes more effective than ever 







ore eee 81 before. One essential often over- 
. looked is the loose-leaf system of 
A convenient checklist of what you should know before cataloging as perfected by Heinn. 

you get started on your next contest. 


With Heinn Loose-Leaf Binders 
and Colorific Indexes, your sales- 












What Supermarkets Want in Point-of-Purchase ......... 83 men and customers have quick 
A sharp and penetrating look at today’s needs for p.o.p. access to current facts about 
materials in that changing market — the grocery store. products, prices and sales policies. 

: Dick BILies Orders come faster and your sales- 
men make more calls per day. Your 
total sales volume rises. 

How to Rack Up Better Sales ..............2.20cc00- 89 Hundreds of America’s leading 
The rack jobber is playing an increasing role in distribu- manufacturers and wholesalers 
tion, but he has specialized packaging needs for maximum keep placing repeat orders for 
volume. F. G. Rurrner Jr. Heinn Loose-Leaf Binders. They 

know the value of Heinn products 
Departments Regular Features to their own marketing operations. 
And they accept no substitutes. 
Art & Photography... 68 Buyers’ Guide & Why should you? 
Audio & Visual Aids... 30 Advertisers’ Index... 94 


Clip and mail this coupon: 







Direct Advertising... 73 Books for Admen... 16 | ,ccccce siieniinanininleiiiiataiiiemmbininas terre 
Layout & Typography... 65 Coming Conventions... 19 THE HEINN COMPANY, 306 W. Florida St., Milwaukee 4, Wis. 
Packaging & Labeling... 89 Competitions... 18 ae ee 
Paper... 53 The Editor’s Notebook... 6 “un Desier Catelog Sindors ee on ee 
Photoengraving & Platemaking... 63 How I Solved It... 12 wwe en tare, tnd ee 
Premiums, Prizes & Specialties... 77 Idea Album... 27 SO ee 
Printing & Binding... 53 Jonathan Journeyman... 51 Nome 
Radio & TV Production... 47 Just Between Us... 3 Firm 
Shows & Exhibits... 49 Promotion Almanac... 20 Address 
Signs & Identification Materials... 83 Readers Write... 9 ~ ee eet een 
Window & Store Displays... 83 AR Reprints...64A ee =n ae 
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pra. 
Good! Iknew wed get QrRe Kditor’s WY py yA 
fast delivery on those 
window streamers 
if we specified 
NAZ-DAR 
5500 Fast-Dry 
Screen Process Ink! 


@ The astute gentleman above is 
right. NAZ-DAR 5500 Fast-Dry Screen 
Process Inks are the most widely 
used color line in the screen process 
industry on P-O-P pieces. 
Specially formulated to give rich, 
brilliant colors which attract your 
customer's eye, their speedy drying 
time enables your screen processor 
to deliver ‘rush-rush” jobs on time! 
Outstanding pigment stability 
assures you of perfect color matching 
on reruns scheduled months apart. 
It pays to mention NAZ-DAR 5500 
Fast-Dry Screen Process Inks by 
name on your purchase orders... 
for the finest quality P-O-P 
jobs you've ever seen! 


FREE COLOR CARDS! 


Write for two 5500 color cards showing all 
26 colors. Keep one at your desk and give 
the other to your silk screen printer. You'll 
have a perfect color reference for all your 
silk screen display jobs. 


Consult your 

silk screen printer 
for helpful 
suggestions. 


The NAZ-DAR Company 


461 Milwaukee Avenue 
Chicago 10, Illinois 
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A Big Success ... 


Visual Communications 
Conference Draws AD’s 
From Across Nation 


Even the sponsors were amazed 
when they started looking over the 
registration list for the 1957 Visual 
Communications Conference. The 
meeting room at the Waldorf-As- 
toria was jammed. But the interest- 
ing thing was that a large percent- 
age of the art directors attending 
had come from distant points, in- 
cluding many from Canada and the 
West Coast. 

From all indications, this two- 
year-old project has already made 
its mark and will likely become the 
art directors’ “national convention.” 
The Art Directors Club of New 
York has done an excellent job in 
putting together a couple of the 
most outstanding programs on vis- 
ual communications ever conceived. 
Anyone who attended the 1957 con- 
ference will most certainly add an 
enthusiastic “amen.” 

Bill Schneider and his co-chair- 
man, Sal Taibbi, accomplished the 
often-missing element of “balance” 
in arranging the 1957 program. 
Speakers ranged from the always- 
interesting Dr. S. I. Hayakawa, who 
explained the relationship between 
semantics and commercial art, to 
Gypsy Rose Lee, who received an 
award for her “contributions to 
visual communications.” 

The only sour note of the whole 
conference came when the art di- 
rectors let someone else take the 
program out of their hands for an 
afternoon session. NBC spent around 
$10,000 laying a mammoth egg with 
a seminar on color television. 

We are frequently amazed at how 


often the real experts in mass com- 
munications flounder when put 
face-to-face with the problem of 
communicating with a _ relatively 
small “in-person” audience. NBC’s 
color seminar was a classic example. 
The AD’s tried their best to get 
some helpful information on prepar- 
ing materials for color tv, but NBC’s 
experts could only come up with 
such answers as, “If the package is 
properly designed, it will present no 
problem.” 


> Interesting survey has just been 
completed by Nesbitt Associates, the 
New York package and product de- 
signers. Nesbitt people interviewed 
306 homemakers on the subject of 
package opening devices. As you 
might expect, there are a lot of 
housewives who aren’t too happy 
about all of the features of present 
day packages. 

“Housewives who look for and 
follow ‘to open’ instructions on 
paperboard packages are in the 
minority,” reports Saul Nesbitt, di- 
rector of the New York design out- 
fit. “It appears,” he reports, “that 
the average housewife cuts open or 
punctures the paperboard carton 
with a kitchen knife regardless of 
dotted guide lines and special ‘press 
here’ perforated triangles and semi- 
circles at the top of the box.” 

Here are some of the key find- 
ings: 


e Of the 306 homemakers inter- 
viewed, 214 said they generally 
ignored the opening instructions on 
cartons or didn’t particularly notice 
their presence. 


® More than one-third stated that 
they had come to ignore ‘press here’ 
spots on boxes because these desig- 
nated areas simply didn’t yield eas- 


seeeeenne CUOUEUEPOEOUROURCOEOECEROEREDOEEOGEOREOSOOEUECCEOSOUERCESEOUEOESSORSOSOCEORROEREROCEOESOEPORUNOUGEOEOOEORSCEOSSOUEOUROROOROEEOESOSOEROEEORO ORO ORO RS OOES 


Display typefaces in this issue . 


. . 25—Tempo Heavy Condensed; 28—Bodoni Cam- 
panile; 31—Futura Ultra Wide; 47—Bernhard Modern 


Italic; 49—-Tempo Black 


Extended & Fotolines GC 123; 53—Eve Bold; 56—Tempo Black Extended; 61— 


Tempo Heavy Condensed; 65 


Craw Clarendon; 68—Studio & Early American Art; 


73—Lydian; 77—Craw Clarendon; 83—-Dom Casual; 89—Ultra Bodoni. 





WHEN DOES A DIE-CUT DO MOST? 


An interesting or unusual die-cut can greatly 
increase the effectiveness of a mailing piece. 
But it can also greatly increase the final cost! 


Your printer, lithographer or silk screen repre- 
sentative can help you make the right decision 
on problems like this. He knows costs. He also 
knows short-cuts. And his wide experience 
can help you avoid costly pitfalls. Talk with 


him before you start any job. You’ll save 
money and get your job out faster, too! 


You'll like working closely with your printer, 
lithographer or silk screener. We know be- 
cause we've done it for years in bringing 
printers the quality papers they need to serve 
you best—the most complete line in the world! 
The Mead Corporation, Dayton 2, Ohio. 
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Outdoor 
Displays 


Of Special 

bits ae! 
aCe men 
Mea 


AUTOMOTIVE 
PETROLEUM 
Len as 

FOOD 


PD FLAG PENNANTS 


In drill-cloth, paper, polyethylene or plastic 
impregnated cloth. Printed or plain. Many 
colors. 


WINDOW 
DISPLAY 
LETTERS 


Heavy paper cutout letters and numbers faced 
with fluorescent. Sizes: 9’’ and 20’’. Any as- 
sortment. 


> VERTICAL POLE DISPLAYS 


2-way. Fit any size pole. Out- 
door cloth printed in Day-Glo. 
3-ft. x 6-ft. Eight stock mes- 
sages. 


> BIG LETTER-BANNERS 


EG OGRE 


We form your message with 13” x 19’ cloth 
letters, and sew on ropes ready to hang. Reg- 
ular or Day-Glo. 


> PROPELLER 
PENNANTS 


Ten 17” plastic spinners in 5 colors strung on 
40 ft. wire ready to hang. Twirl in slightest 
breeze. 


. STICK-ON POSTERETTES 


KIWANIS Ra 


For auto bumpers, windows, showcases, ap- 
pliances. Self-adhesive. Made of paper, alumi- 
num or plastic. 


+ CUSTOM-MADE DISPLAYS 


From your sketch we'll develop and produce 
almost any outdoor display in paper, cloth or 
plastic. 


» FREE DISPLAY CATALOG 


Shows these and other display items made 
and sold by Pratt. Write now for your copy. 


The Pratt Poster Co. 


NDIANAP el! 
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ily to finger or spoon handle pres- 
sure. 


@ Opinions on the advantages and 
disadvantages of cellophane and 
wax paper overwraps were fairly 
equally divided: 137 women said 
they liked overwraps because they 
were more sanitary and kept con- 
tents fresher; 125 said they generally 
ripped off and discarded the over- 
wrap right away. Chief reason for 
discarding the overwrap was that, 
once opened, it would be torn and 
untidy on kitchen shelves. 


® Most overwraps are too firmly 
sealed, complained 261 of the inter- 
viewees. Result: annoyance and 
frustration when you're trying to 
get at the contents of a package in a 
hurry. 


@ Housewives are more prone to 
look for and follow “to open” in- 
structions on glass jars. 


® More than 60% of the women 
interviewed voiced strong disap- 
proval of the pry-up lid on glass 
jars. Chief objection: once opened 
it is impossible to get the pry-up 
lid to fit snugly again. Fear of 
getting glass slivers into the contents 
during opening was another reason 
given for nixing pry-up lids in 
favor of screw-top jars. 


® Women also objected to the per- 
forated metal dispenser devices in- 
corporated into packages for spices 
and seasonings. “They just don’t 
move,” said 211 of the housewives 
(to which we will add a hearty 
amen). 


> The housewives were also given 
an opportunity to be constructive by 
suggesting ways in which product 
packaging could be improved. Most 
of the women looked to cigaret 
packages for their answers. 


® Strip-ribbon features for other 
types of products were recom- 
mended by 107 of the interviewees. 


@® More than 80 asked for more 
items with convenient flip-top 
boxes. 


> We've seen some pretty ridiculous 
publicity pictures in our day, but 
we'll give a first place vote for the 
one we received the other day from 
Ted Worner & Associates, New 
York. Seems that they were push- 
ing National Mothproofing Month. 

The press release was bad 
enough: 

“It had to happen. In a nation that 
observes .. . (then a list of those 
unusual days and months we all 
know about) .. . it was only in- 
evitable that somebody would come 


Lady & Friend... 
. the fly is a moth 


up with National 
Month.” 

Then get this second paragraph: 
“Today, only the Eskimo is safe 
from moths, since the Arctic climate 
is not conducive to their depreda- 
tions.” 

And so it went, with a third 
paragraph credit to the two com- 
panies who are trying to make capi- 
tal with NMM. But then we came 
to the publicity picture (see cut). 
Luckily the quality of the photog- 
raphy is so poor that the dirty floor 
and wall don’t reproduce too well. 


Mothproofing 


> Nice educational job done by Rose 
Marie Reid, the swim suit people. 
It’s a clever 12-page booklet telling 
in rhyme how to fit the gals with 
crazy, mixed-up figures. According 
to the booklet, the company has a 
suit to fit every gal, and the poetry 
approach does an effective job of 
passing along the information to 
salespeople. Sample: 

The triangle type is familiar, we 
know... 

Too little on top, too full fashioned 
below! 

For her there are styles topped 
with width to the side 

And camouflage features for hips 
that are wide. 

Footnotes give specific details as 
to the styles designed for each type 
of figure. There also is a step-by- 
step sales method — also told in 
rhyme. 

We also liked the way Rose Marie 
Reid denotes swim suit sizes — 
effective and economical. Rather 
than different colors for the product 
tags, the company uses the same 
tag for all sizes, but uses different 
colored strings — green, size 8: 
black, size 10; pink, size 12, etc. A 
sample tag is tipped to the inside 
back cover of the booklet, with a 
color code alongside. 44 
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THE NORTHWEST PAPER COMPANY, Cloquet, Minnesota 





PRINTING 
PAPERS 





NORTHWEST 


Northwest Ultrawhite Opaque 
Northwest Velopaque Text 
Northwest Velopaque Cover 
Mountie Text 

Mountie Offset 

Northwest Bond 

Northwest Ledger 
Northwest Mimeo Bond 
Northwest Duplicator 
Northwest Index Bristol 
Northwest Post Card 
Mountie E. F. Book 

Mountie Eggshell Book 
Carlton Bond 

Carlton Mimeograph 
Carlton Ledger 

Carlton Duplicator 

North Star Writing 
Non-Fading Poster 

Map Bond 


ENVELOPE 
PAPERS 


CONVERTING 
PAPERS 


Mountie 
Northwest 
Nortex White 
Nortex Buff 
Nortex Gray 
Nortex Ivory 
Carlton 


Papeteries 
Drawing 
Adding Machine 
Register 

Lining 

Gumming 

Raw Stock 

Cup Paper 
Tablet 









READERS 


Who Pays? 


@ We were particularly interested 
in a recent (October 1956) AR story 
provocatively titled How to Get the 
Most Out of Models since one of the 
illustrations pictured a photo we re- 
leased nationally for a client at a 
jewelry show at the Waldorf- 
Astoria some time ago. 

It was gratifying to us as a pub- 
licity firm, since it represented the 
successful conclusion to a difficult 
assignment which was solved, as 
your story indicated, by the proper 
use of models. 

The coverage and _ resultant 
breaks for the client — one of 400 
participants in the show — were 
quite gratifying to us. The kicker to 
the story, unfortunately, is not quite 
as gratifying. 

As sometimes happens in this 
crazy business, after performing a 
veritable “hat trick” on three work- 
ing days’ notice, the client refused 
to honor our bill and the case is 
currently in litigation. 

The moral to the tale, if there is 
one, would seem to be that you can 
get the most out of models, but 
sometimes you can’t get the least 
out of clients. 




















BosH STACK 
Bosh Stack Associates, New 
York 


















Free Ride .. . 
. . . but who paid? 





Prior Use of Lithography 


® Our attention has been called to 
an article in the May AR entitled 
New Techniques for Business Paper 
Production. 

In this article, we note that there 
is some reference to the fact that 
Automotive News has been printing 
their publication by the lithographic 
method for over a year. While it is 
true that Safran Printing Co. uses 
the web-fed rotary heat-set litho- 
graphic method, I would like to 
point out that for the past nine 
years Graphic Arts Monthly has 
been producing between 32 and 156 
pages by sheet-fed lithography on 
one, two and four-color presses. 

The information contained in the 
article was, of course, primarily 
concerned with the web-fed presses. 
However, we think that in all fair- 
ness to our industry, consideration 
of the sheet-fed possibilities would 
definitely be in order. Graphic Arts 
Monthly, we feel, has pioneered 
this approach and has been doing 
it profitably from the beginning of 
the introduction of the lithographic 
section in our publication. 

Graphic Arts Monthly produces 
in excess of 55,000 copies per month, 
and the quality of printing as pro- 
duced by Inland Press of Chicago 
has been without criticism. 

Davip SHULMAN 

Prod. Mgr., Graphic Arts Month- 

ly, Chicago 


Wrong Price 


® We would very much appreciate 
a correction of the item you ran 
about our “Tel-Time” in your 
March issue. 

Our price schedule is $12.95, fed- 
eral tax included, when nine or 
fewer pieces are ordered. The price 
of $6.90 you quoted is for orders of 
ten or more. 

At B. GREENBURG 

Gen. Mgr., Alexander-Benwood 

& Co., Brooklyn 


Confusion in Terms 


@e May I call your attention to an 
error on page 62, in your May is- 
sue? In a report on our new Slide- 




























Appearance counts. Practi- 
cability counts. Flexibility, 
durability, economy count. 
And you can have them all 
if you use Accopress Binder 
covers for your catalogs. 


Accopress Binders come 
in 5 colors, may be printed 




























or embossed as you wish. 
They’re loose-leaf, lie flat, 
| open flat, stand plenty of handling, can be 
| expanded as desired, have no expensive, 
| Space-wasting mechanisms. Their low cost is 
| famous. Write us your needs or ask your 
| stationer to show you the complete Acco line 
| for keeping papers together and safe in every 
department of your business. 









The Acé »press 
Binder com- 
bines loose leaf 
cComvenience, 
large capacity 
| and economy. 
Ideal for Cata- 
log Covers. 















When transfer time 
comes just slip the 
bound papers from 
the Accobind Folder, 
insert a mew Acco 
Fastener and the 
Folder is ready for 
another year's filing. 


nee oe sranpskeanaldaiie 











ACCOBIND folders 
ACCOPRESS binders 


PIN-PRONG binders 
(for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


{for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


A Division of NATSER Corporation 


Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Toronto 
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. QUALITY 


COLWELL 
COLOUR 


NATIONAL LEADER OF 
THREE COLOR PROCESS 


OFFERS YOU 


The answer to low budget requirements 
and gives you high quality, full color re- 
productions for CATALOGS, BROAD- 
SIDES, BROCHURES and MAGAZINE 
INSERTS OR COVERS. Write for de- 
tails on the special, economical use of 
35mm transparencies. Separations or the 
complete job including photography. 


WRITE FOR DETAILS 


COLWELL COLOUR 


A DIVISION OF THE COLWELL PRESS, INC 


2! SOUTH SIXTH STREET @ MINNEAPOLIS 15, MINNESOTA 








FULL COLOR LITHOGRAPHED 


SANTA CLAUS 
CUTOUT DISPLAYS 


8 INCHES TO 8 FEET TALL 


ontinental 


LITHOGRAPHERS, INC. 


Outs 


oe 0) he ee 18 


ame 


21 SOUTH NINTH ST 
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Top case, you indicate that this is 
being presented by Philip Morris. 

It is apparent that someone may 
have confused our development of 
the Snap-Open pack, which we did 
for Philip Morris in 1954, with our 
current Slide-Top case (hard box) 
packaging program. 

B. J. TAMARIN 
Pres., Pull-Packaging Inc., Phila- 
delphia 


Double Identity 


e Just finished your article How to 
Buy Films for Television in the May 
issue, and enjoyed thoroughly the 
anecdotes in Why Film Buyers Get 
Charcoal Gray. Here’s another to 
add to the collection. 

Last year a show was run here, 
and in one episode the villain was 
one “Smiling Sam the Used Car 
Man,” who was either killed or sent 
to prison. 

This film was certainly not 
screened before it was aired. The 
sponsor was none other than Smil- 
ing Sam Schwartz, a local new and 
used car dealer with a fine reputa- 
tion in the community. 

JAMES E. SCHEINER 

Ad. Mgr., Pay Way Feed Mills 

Inc., Kansas City, Mo. 


Keeps Your Mouth Clean 


e As an advertising manager, I was 
quite crushed when the boss called 
me in the other day and had me on 
the carpet for mailing out a piece of 
literature with a misspelled word in 
it. However, I am now passing on 
my Blooper Crown to you. 

Look at page 64B of your May 
issue, and you will see an obvious 
misspelling of the word “soup.” 

I have been drinking Lipton’s tea 
for some time and at various times 
have tried Lipton’s soup, but I never 
knew that they made soap. 

J. H. FLOWERS 

Ad. Mgr., U. S. Air Conditioning 

Corp., Philadelphia 
(We guess the Crown fits. One nice 
thing about the publishing business 
is that we always make all our mis- 
takes right out in public. . . Ed.) 





GIVE A L\OYAL LOOK 


TO YOUR COVERS 
VZERe with SORG’s 


For that “extra special’’ printed piece 
requiring a coverweight paper, the rich, 
distinctive, velvet-like finish of EQUATOR 
ANTIQUE will add a luxurious touch of 
regal quality. 

But a beautiful finish is not its only feature. 
The long, strong, interlocking fibers give 
EQUATOR ANTIQUE a one-piece construc- 
tion of remarkable strength and durability. 
And it prints beautifully by either offset or 
letterpress because it is surface-sized . . . folds, 
scores, and die-cuts cleanly because of its 
rugged construction. 


Sorg’s EQUATOR ANTIQUE is made in a 
range of sizes and weights... and in four eye- 
pleasing colors and a brilliant blue-white 
white - - - all available IN STOCK for im- 
mediate delivery. 


Ask your SORG distributor for a swatch book 
of EQUATOR ANTIQUE and for sample 


sheets for press testing. 


SEND — SALES MESSAGES ON SORG BLOTTINGS 


Blotters are standard 
promotional pieces with 
leading advertisers be- 
cause they are always 
well received and linger 
longer on a prospect's 
desk. The Sorg Blotting 
Sampler of outstanding 
advertising blotters will 
be sent you on request. 


rrr a — e Manufacturers and Converters of Stock Line and Specialty Papers 
Peel tt v 
a STOCK LINES 


WHITE SOREX e CREAM SOREX e LEATHER EMBOSSED COVER e PLATE FINISH e EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e TENSALEX e MIDDLETOWN POST CARD e 410 TRANSLUCENT 
No. 1 JUTE DOCUMENT e GRANITEX e SORG'S BLOTTING 


Offices in: NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS ANGELES 
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Get More 
SALE Swits 


MODERN- GLO 


WOT syst anoTuer ROUND 
ADVERTISING CLOCK 
NEW SHAPE 
NEW STYLE 
NEW FEATURES 


NEW MODERN-GLO 
ILLUMINATION 


AT LAST a 10w cost niuminated 
DOUBLE FACED REVOLVING SIGN TO 
FEATURE YOUR PRODUCT OR PRODUCTS BY 
COPY AND/OR COLOR TRANSPARENCY. 


(ELECTRIC MOTOR GUARANTEED 1 YEAR) 
WRITE FOR DETAILS 


_ammjgRican. 


926 STATE AVE., 


CINCINNATI 4, OHIO 
REPRESENTATIVES IN PRINCIPAL CITIES 
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I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Prepares Booklet 
On Unseen Machine 


When I was advertising manager 
of Mergenthaler Linotype Co., I was 
given the assignment of preparing a 
folder on a brand-new machine we 
were planning to introduce at a 
forthcoming trade show. 

A very headachy problem de- 
veloped when I discovered that not 
even a “mock-up” of the new ma- 
chine was yet in existence. Nor 
would there be one, since the first 
working unit of our new model was 
to be flown to the show only hours 
before it opened. 

Almost wishing I were the “man 
who wasn’t there” as I set about 
preparing a booklet on a “machine 
that wasn’t there” I fell upon the 
unit’s blueprints as my only salva- 


A top projection artist made a 
very accurate “retouched photo” 
rendering of the new Linotype and 
through this, we managed to get the 
folders printed in time. 

We found them so realistic and 
effective in showing machine de- 
tails that we continued to use them 
for an illustration of this unit long 
after true retouched photographs 
became available. 

W. L. BartLett 

Bozell & Jacobs Inc., New York 


Produces Custom Folder 
Without Extra Expense 


When our client, Formica Corp., 
asked us to bind several speeches 
together for presentation to a spe- 
cialized group meeting, we fell heir 
to the touchy problem of producing 
custom-look, loose-leaf binders at 


no more cost than that of standard 
binders. 

A special program cover for the 
same meeting gave us an idea. The 
design was good, and the plates 
were still in existence. Using those, 
we printed them on heavy cover 
stock, collated the inside pages and 
plastic bound the whole job. 

The result was a book that looked 
custom-designed for no more than 
the cost of a loose-leaf binder. 

JAMES A. WILLMES 
Production Mgr., Perry-Brown 
Inc., Cincinnati. 


Devises Five Easy Steps 
For Prompt Mailings 


Without setting up a new system, 
or radically changing our old, I have 
managed to achieve prompter and 
more accurate billings for our com- 
pany by the following five steps: 


1. At the bottom of each work 
sheet or job envelope, we imprint or 
mimeograph a ruled form of boxes 
captioned with the various supplier 
titles used in the graphic arts: 
photos, retouching, outside art, elec- 
tros, etc. The production man enters 
date of purchase, supplier used, 
type of work, and when delivery 
can be expected. 


2. The last box is captioned “Ship- 
ping.” Here the shipping clerk en- 
ters the type of shipping used and 
the date shipment was made. 


3. All finished work assignments 
are given to the billing clerk. 


4. When the shipping entry is made 
on the work sheet or job envelope, 
this is a signal to the billing clerk 
that the job is completed and ready 
for billing. 


5S. In preparing the job for billing, 
the billing clerk checks the job en- 
velope’s listed costs against the cost 
sheets, and makes a cross-check as 
to the proper charges. 


This five-step billing system has 





Tops for a 
quarter-century 
... the sign of 
quality in fine 
engraving Is... 


Are you receiving your free copies of - aurence 
“Laurence’s Guide for Photoengraving 
Buyers’? If not, write or phone today. INCORPORATED: CHICAGO 


Fine Photoengraving 
for over 25 years 
547 South Clark Street 
WAbash 2-6284 
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Announcing a new Hammermill line 


WOVE BLVELOPES 


TO INVITE PREFERRED ATTENTION 
FOR YOUR BUDGET MAILINGS 


Because they’re made with 
Neutracel, Hammermill 


Wove Envelopes have: 


e HIGH BRIGHTNESS 

e SUPERIOR BULK 

e EXCELLENT OPACITY 

e OUTSTANDING APPEARANCE 


AT LAST, a wove envelope to make 
your volume mailings more attractive. 
By blending Hammermill’s exclusive 
Neutracel® pulp with other quality 


pulps, we've created a superior wove 
envelope that looks like so much more 
than it costs. Hammermill Wove Enve- 
lopes have an excellent printing and 
typing surface. Made by United States 
Envelope Company, they are con- 
structed to provide faster, easier handling 
and assure neater, more positive seal- 
ing. See for yourself. Ask your printer 
to show you samples. Hammermill 
Paper Company, Erie, Pennsylvania. 


HAMMERMILL 


WOW 


ENVELOPES 





Your products and packages can ‘‘hold their 


heads up high" because you're assured of the 


best reproduction when you use “ACME GRAVURE"' cylinders. Ideal for foil, 


cellophane, poper and poper boord products, our cylinders ate the result of excellent work 


by master craftsmen 


We invite your inquiries 


1501 West Congress Street 


Chicege 7, Illinois 
acme gravure services inc. Phone: CHesapeake 3-1377 


if it’s Quality — if it’s Delivery — it’s acme 
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solved our problem of late, inac- 
curate billings. 
ME. SPERLING 
Asst. Production Mgr., Friend- 
Reiss Advertising, New York 


Special Construction 
Spreads Model Cost 


Our display plans at a trade show 
included the construction of a scale- 
model of a product that comes in 
30’ and up sizes. Naturally, for the 
model to be impressive, it was de- 
sirable to have it as large as pos- 
sible, but this also made it quite 
expensive. 

To spread the construction cost, 
we decided to make the model suit- 
able not only for trade show dis- 
play but also for later use by field 
salesmen. However, this entailed 
some careful planning construction- 
wise. 

We found the solution, however, 
by the following plan: 


1. The scale model was made of 
plastic fabrics and is air-inflated 
and mounted on a plywood panel. 


2. For the trade show, the display 
platform was built with a well in 
the center. The scale model panel 
fits into the well, flush with the 
platform. 


3. For ease in transportation and 
use by field salesmen, the scale 
model is deflated. Then the panel, 
with the now collapsed model, fits 
into a specially built wooden suit- 
case type box. The box, with brass 
fittings and leather handle, makes 
the self-contained model suitable 
for use in making presentations in 
a customer’s office. 


Our scale model now adapts itself 
to almost any type of display op- 
eration necessary. 

I. MaAGER 
Advertising & Sales Promotion, 
Westinghouse Electric Corp., 
Baltimore 
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You can omit proofreading stages and other costly produc- 
tion operations with FLEXOPRINT. FLEXOPRINT requires but 
one transfer, from original copy to the FLEXOPRINT card. 
Changes and new listings are made easily and inexpen- 
sively to the FLEXOPRINT Panels. No galley proofs or page 
proofs are required. 

You can gain tremendous savings the FLEXOPRINT way. 
A publisher of two annual catalog directories saves 50% 
over previous production costs. Their success with 
FLEXOPRINT is fully described in a four page illustrated 
folder. Write to Room 1735, 315 Fourth Avenue, New 
York 10. Ask for CH1019. 


TRADEMARK 


by Remington. Frand 


DIVISION OF SPERRY RAND CORPORATION 


July 


1957 





Crickin’ 
«on “tOund 
KLEEN*STIK 


STIK ‘“‘SLIDE-S’ 


Louisville, Ky. 
KAMPER of the 


the idea of a 3-D 


Reynolds’ TOM 
agency, 


pops out”’ 


of the KLEEN-STIK bac 
strips. 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Cura] 


P.O.P. ideas 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 107 
OLD QUAKER Sales-Maker 


To make bottles of OLD QUAKER 
Bourbon shout ‘“‘Here I am!”’ from 
the shelves of package stores, 
CHRIS HERCHELROTH, 0.Q. 
Brand Mgr. at DANT DIS- 
TILLERY CO. in Dant, Ky 
created this clever KLEEN- STIK 
combination. The die-cut pointer 
goes on shelf edge or the bottle 
itself, while the large price spot 
is posted on back-bar mirror, cash 
register, etc. KLEEN-STIK Strips 
get ’em up with easy peel-an’-press 
action . . . keep ’em up to deliver 
hard-selling action! Flashy red-and- 
black design by MAXWELL 
BAUER Studios . . ro- 
duction handled by B. DINNE tR- 
STEIN for ATWATER PRESS, 
N’York. 


See your regular printer, lith- 
ographer, or silk screen 
printer for more business- 
building KLEEN-STIK ideas 
..or write on your letterhead 
for our free ‘*‘Idea-of-the- 
Month”’. 


N 


IDEA NO. 106 
Radiant Replica for Reynolds 


We’re wrapped in admiration for 
this stand-out e xe eapees = KLEEN- 
Tie © 6€§=6for 
REYNOLDS METALS CoO., 
DICK BOHNEN- 
HENNEGAN 
CO., Cincinnati printers, broached 
“shelf-talker”’ 
ISAACS. Their 
ZIMMER-McCLASKEY 
carried out the design, and 
Hannegan did the oh-so-lovely print 
job on ac tual foil. Clever die-cutting 
into an 8” miniature of 
the Reynolds Wrap box, ready to 
attach to shelf edge or other vertical 
surface by a simple peel-an’-press 
ing 
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KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
for Advertising and Labeling 


7300 W. Wilson Ave. ® Chicago 31, Ill 
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© The Audio-Visual Equipment Di- 
rectory, by the Natl. Audio-Visual 
Assn., Fairfax, Va., 195 pages, $3.75 

. If you plan to buy projectors, 
reproducers, recorders and acces- 
sories, and are bewildered by the 
variety of brands and models now 
on the market, here is an answer to 
your problem. In systematic form 
this manual lists available equip- 
ment in 21 categories, giving speci- 
fications, features and prices on the 
models in each. 

Take the first section, for exam- 
ple, on 16mm motion picture projec- 
tors with optical sound systems. 
Here are listed machines produced 
by ten manufacturers, a total of 30 
different machines, each described 
in considerable detail. All material 
is factual, and has been supplied by 
the maker. A photograph of each is 
included. 


@ The Hidden Persuaders, by Vance 
Packard, David McKay Co. Inc., 
275 pages, $4... The role of moti- 
vational research is investigated in 
this easy-reading volume by a free 
lance writer. Written for the gen- 
eral public, the book relates incident 
after incident of the use of MR by 
advertising agencies, often citing 
brand and maker. Although the 
author seems to imply the dangers 
inherent in such research, and in 
the kind of symbol manipulation it 
leads to, the bulk of the book is 
straightforward reporting. Never- 
theless he ends up with this para- 
graph: “The most serious offense 
many of the depth manipulators 
commit, it seems to me, is that they 
try to invade the privacy of our 
minds. It is this right to privacy in 
our minds — privacy to be either 
rational or irrational — that I be- 
lieve we must strive to protect.” 

Incidentally, what symbolic ma- 
nipulation was going on in the 
author’s mind when, on page 206, he 
refers to a magazine Dun’s Review 
and Modern Psychiatry! 


© Nonverbal Communication, by 
Jurgen Ruesch and Weldon Kees, 
Univ. of California Press, Berkeley, 
205 pages, $7.50 .. . Advertising men 
are deeply involved in the art of 
communication, and recently have 
been learning that it is not by words 
alone that people communicate with 


one another. Shedding new light on 
the nonverbal aspects of communi- 
cation is this new, serious volume, 
written by a psychiatrist and a poet. 

While not easy to read, the book 
nevertheless contains considerable 
meat. A collection of fascinating 
photographs, mostly taken with a 
candid camera by the authors, illus- 
trates various ways in which ideas 
and concepts are transmitted with- 
out the use of words. 

But why did the authors, con- 
temptuous as they may be of words 
as a technique of getting ideas 
transmitted, put additional hurdles 
in the way of the reader by setting 
the entire book in 36-pica lines of 
Futura type? Not a serif in the 
whole volume, and it’s simply hard 
to read. 


© Principal Business Directories for 
Building Mailing Lists, by the Dart- 
nell Corp., 4660 Ravenswood Av., 
Chicago 40, $5 . . . If you want to 
get lists of people or of companies, 
from accountants to yacht owners, 
you will find this paper-bound vol- 
ume useful. It lists alphabetically, 
with the name and address of pub- 
lishers, the sales price, and a sum- 
mary of the content, as full a list of 
directories as is available. While the 
listing is by title, an attempt has 
been made to use the key word in 
alphabetizing, and to add cross-ref- 
erences of the more _ important 
items. 


©@ American Business Dictionary, 
by Harold Lazarus, Philosophical 
Library, New York, 522 pages, $10 

. One of the peculiarities of men 
in the advertising business is that 
they get around. Their specialized 
skills and knowledge are placed at 
the service of many varied indus- 
tries. 

Thus the adman must be able to 
speak the language of many other 
fields of activity; he must acquire 
a familiarity with the jargon and 
the specialized terms used so glibly 
by his clients. 

This dictionary, whose entries 
have been kept brief for easy un- 
derstanding, includes terms from 28 
varied areas of business from ac- 
counting to wholesaling. 


© Advertising as a Service to Soci- 
ety, by John McEwan, Macdonald & 
Evans Ltd., 8 John St., London, 
W.C.1, England, 124 pages, 12s 6d 

While this provocative little 
book may not make many converts, 
either in this country or in England, 
it should start some heated discus- 
sion in advertising circles. The 
author, an experienced agency ex- 
ecutive, points out that several dis- 
tinct functions are presently per- 





*Sometimes called Photo- 
gelatine. Perfect for printing 
small runs with large 
picture areas up to 

40” x 60” in size 
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formed by the agency. These in- 

clude the creative aspects, as well as 
the more routine tasks of production 

and media placement. He proposes 

that agencies operate as professional 

consultants, with professional stand- 

ards, in the creative field, leaving 
i the other two aspects to 
type organizations. 

He backs up this view with a 
brief introduction to the history and 
development of advertising, pointing 
out the original reason for the de- 
pendence on media commissions as 
the source of income. 

Interestingly enough, adoption of 
Mr. McEwen’s plan would result in 
the greater integration of the so- 
called minor media into the adver- 
tising program. 


service- 


® New York City Guide and AIl- 
manac, 1957-1958, by New York 
University Press, New York, 544 
pages, hard-cover, $2.75; soft-cover 
85c. . . If you live in or around New 
York, or if you ever get there in 
the course of business or pleasure, 
this fact-packed volume will prove 
fascinating to you. Browsing 
through, you will come across fact 
after fact. Did you know who hold 
the 25 single-letter plates issued by 
New York State, and that John 
Elliott Jr., BBDO, is the only ad- 
vertising executive on the list? Or 
can you list the 17 daily news- 
papers published in the metropoli- 
tan area? Or that there are ap- 
proximately 1,000 special libraries in 
the five boroughs? Or do you know 
which companies and organizations 
offer special tours for visitors? Or 
how to find your way around 
Brooklyn? All of these, in words, 
pictures and maps are covered in 
this most recent complete guide to 
New York since the famous WPA 
series issued before the war. 


@ Signatures 


Rand Holub, 


and Trademarks, by 
Watson-Guptill Pub- 
lications Inc., New York, 62 pages, 
$2.75. . . The trademark of a com- 
pany is far from static. According 
to a speech by Miss Sigrid Petersen, 
J. Walter Thompson Co., before the 
U.S. Trademark Assn., more than 
80°. of manufacturers in food and 
groceries made a trademark or a 
package change of some kind dur- 
ing the last two years. 

This book contains the finished 
designs for a score of different com- 
panies, backed up with the de- 
signer’s roughs on most of them. 
While no individual will necessarily 
agree with the final decision, the 
collection enables the reader to fol- 
low the thinking and, perhaps, gain 
inspiration in working up a new 
trademark. 






















“SUPER COMBI'’ PHOTOCOPYING MACHINE 


Gives You ALL THESE! 
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. Easy one-knob op- 


eration! Easy-cleaning Lift-Out De- 


veloper Tray! 
@ Usable in any light—incandescent 


@ Exclusive .. 


portable— 


developer and printer COMBINED 


convenient, 
in one unit! 


@ Compact, 


PROOFS 


Illustrations 


@ Copies ANYTHING—printed, writ- 


Needs no dark- 


or fluorescent! 
room or filters! 


— Anything 


ten or drawn—any color—one or 
two sides—opaque or translucent 


paper! 
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Pink, Royal 
(AR 7-57) 


non-corrosive, 


cially coated construction! Stream- 


lined modern design! 
@ Choice of 5 decorator colors— 


Petal 
Blue, Midnight Black, Pearl Gray! 
STATE 


Forest Green, 


@ Non-metallic, 
Please send me (without obligation on my part) 


236 FIFTH AVE., NEW YORK 1, N. Y. 
full information on the revolutionary new “Super 
Combi" Photorapid. 


PHOTORAPID OF AMERICA, 


GIT F sacctcciness 


COMPANY... 
ADDRESS 






-— —————>MAIL THIS COUPON NOW 


copies—negatives for offset plates, 


ies—transparent “‘masters''—tissve 
colored prints, film! 

















@ Makes single- or double-sided cop- 


Copyable! 


‘“‘NEXT WEEK WE’VE GOT 


TO GET ORGANIZED”’ 


a gift you'll be proud to be re- 
membered by... 


DESK SET WITH DASH 


A gift for everyone who just might do with a 
bit of organization! (Your business associates, 
for example!) Decorated with those lovable, 
laughable Nebbishes, each white ceramic oval 
base is backed with felt, has a fine ball point 
pen. Anticipate your Christmas needs now— 
write today for quantity prices! 



























We can imprint your name or message. 
Catalogue on request. 


decro enterprises, inc. 


Dept. A 21 Saw Mill River Road, Yonkers, N. Y. 
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_GUMMED 
PAPER SPECIALTIES 


En Flexible Packaging 


RE 2nd annual, co-sponsored by “Paper, 


Film and Foil Converter.” 200 S. Pros- 
pect Av., Park Ridge, Ill.. and Natl. 
Flexible Packaging Assn., 850 Euclid 
Av., Cleveland. Open to NFPA mem- 
: bers. Covers packages marketed between 
Tw) ay Py EUREKA DECORATIVE SEAL June 1, 1956 and 1957. 

Amm BOOKS & COLORFUL CUTOUTS a 


ARE IDEAL FOR PREMIUMS. 


Packaging for Variety Chains 
SS 2ist annual, sponsored by “Variety 
HALLOWEEN SEALS Store _ Merchandiser,” 192 Lexington 
i dihcteh chen thes Av.. New York 16. Open to manufac- 
: turers, their representatives and _ dis- 
tributors; to advertising agencies, pack- 
age designers and packaging suppliers. 
Covers any package, new or old, sold 
in any variety chain. 
Closes August 31, 1957 


Hot Dogs in Ads 
Sponsored by Tee-Pak Inc. as part of 


@MOST SEAL BOOKS CONTAIN 36 SEALS. Vatl. Hot Dog Month. Information from 
Gordon Winkler, Daniel J. Edelman & 
( 6 Different Designs ) 


Associates, 437 Merchandise Mart, Chi- 
@CUTOUTS ARE PACKAGED IN CELLOPHANE, 34. C i 


cago 54. Covers advertisements appear- 
Low in cost—they make outstanding Premiums ing between January 1 and August 31 


‘ i ‘ vortraying but not advertising hot 
for children, Write today to Premium Department aan , 
for complete details. 


Closes August 31, 1957 


Industrial Landscaping ‘ 
Fifth annual, sponsored by American 
, Assn. of Nurserymen, 10 E. 43rd St., 

Other Eureka products include ~ y, k 17. C es . Reneiies a, 
Trading Stamps, Seals, Coupons | eee ee en See 
: ; dee e provements by industrial, service and 
Duplisnap @ and Duplisticker @ Casas tet, ee nee 
g aa business firms and institutions. National 

labels for multiple mailings 


and other office labels. and regional a. Segeenber 1, 1067 


EUREKA | Printers’ & Lithographers’ Self-Advertising 


6th annual, sponsored by Printing In- 


SPECIALTY PRINTING | dustry of America Inc., 5728 Connecti- 


cut Av.. NW, Washington 15, and Mil- 


COMPANY | ler Printing Machinery Co., 1117 Reeds- 


dale St., Pittsburgh 33. Covers adver- 


tising programs of letterpress, lithog- 
568 ELECTRIC STREET, SCRANTON, PA. raphic, gravure, silk screen and allied 
@) REG. T.M. — U.S, & CANADA process printers completed between 


Sept. 28, 1956 and closing date. 
Closes September 13, 1957 








Home Selling Merchandising Programs 
Sponsored by “Practical Builder,’ 5 S. 
Wabash Av., Chicago 3. Open to any- 
one in the home building business, with 
plaques to advertising agencies that han- 
dle winning programs. 

Closes November 30, 1957 


| Changeable Sign Installations 
THEY WOULD CHOOSE Comt BRISTOL Sponsored by Wagner Sign Service Inc.. 
218 S. Hoyne, Chicago. Covers sign in- 
stallations using Wagner changeable let- 
It has superior quality, just the right whiteness for ters and mounting equipment. Open to 


bi iain ' fl f : sign companies and their employes. 
photographic reproduction plus a flatness not found in Prizes to be awarded for best photos of 


other bristols. Plate or vellum finish, 1, 2 or 3 ply. signs: also for best statements on how 


; Wagner products increased business for 

: Write for free samples today, to sign company or its customer. Prizes 
QUALITY . \oa = be 10% higher for entries received 
CARDBOARD CHICAGO CARDBOARD CoO. 


before July 1, 1957: 5% before October 
1240 North Homan Avenue, Chicago 51, Illinois 1. 1957. 


Closes February 21, 1958 
18 + ar ¢ July 1957 
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Conventions 


All meetings listed here are annual con- 
ventions, unless otherwise described 






JULY 


4-7... National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

20-24 ... National Audio-Visual Con- 
vention & Exhibit, Morrison Hotel, Chi- 


cago 


28-30 . . . Illinois Photographers Assn., 
Del Prado Hotel, Chicago 
28-Aug. 2 .. . International Graphic Arts 


Education Assn., Rochester Institute of 
Technology, Rochester, N. Y. 


AUGUST 

4-7 . . . International Assn. of Printing 
House Craftsmen Inc., Buffalo, N. Y. 
15-16 . . . Circulation Seminar for Busi- 


ness Publications, Edgewater Beach Hotel, 
Chicago 


23-27 . . . National Assn. Advertising 
Specialty Assn., Palmer House, Chicago 
SEPTEMBER | 


7-10 . . . International Mail Advertising 
Service Assn., Washington, D. C. 

9-12 .. . New York Premium Shou 
9-13 . . . Society of Photographic Scien- | 
tists and Engineers, Berkeley Carteret Ho- 
tel, Asbury Park, N. J. 

WW-13 ... Direct Mail Advertising Assn. | 
Inc., Sheraton Park Hotel, Washington, | 
=. < 

11-14 . . . National Assn. of Photo-Lithog- 
raphers, Chase Park Plaza, St. Louis. 
18-21 . . . International Typographic Com- 
position Assn., Hotel President, Kansas 
City, Mo. 

26-28 . . . National Flexible Packaging 
Assn., The Greenbrier, White Sulphur 
Springs, W. Va. 

29-Oct. 2. . . Packaging Machinery Man- 
ufacturers Institute Inc., The Cloister, Sea 
Island, Ga. 





offered by “central” printing 
location with complete production 





AO 
AGENCY 






OuT To A 
SuCCULENT, 
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WATE RING 
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Savings in time and money 


facilities 


Shipping or mailing your publica- 
tion, catalog, broadside or similar 
printed material is often faster and 
more economical when you use a 
centrally located source such as 
ours in the geographical center of 
the U.S. We are presently produc- 
ing program sections of 4 editions 
of TV Gume MacazIne, typical of 
the quality printing and handling 
facilities we offer. 
Write for 


“ ECoy samples and 
% price information 
%. 
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KANSAS 
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TIME AVAILABLE ON THIS 
WEB-FED OFFSET PRESS! 


Newly installed for high speed 
production—one to four colors 
—page size 84” x 11” and 
multiples—up to 64 page sec- 
tions in one operation. Rated 
speed — 20,000 sections per 
hour. 


COMPLETE SERVICE 

@ From Art to Mailing 

@ Intelligent Production 
Counseling 

@ Web-fed Offset and 
Letterpress 


HENRY WURST, Inc. 


550 INDUSTRIAL BLVD 








FOR BETTER, QUICKER, LOWER 
COST SIGNS 


e KANSAS CITY 15, KANSAS 













USE PRESSURE SENSITIVE 


POST-ON LETTER 


ATTRACTIVE « DURABLE 
x, PROMOTIONAL, DIRECTIONAL, INFORMATIVE AND PRICE SIGNING 


@ Easy to apply on any clean smooth surface 
@ Sizes—13/16", 12", 2%", 4", 6" available in gothic 
@ Colors — Red, Yellow, Black and White 

$ @ Other styles and sizes available, ask for samples and prices 


q 










POSTER PRODUCTS INC. 


3401 W. DIVISION ST. + CHICAGO 51, ILLINOIS 
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EXCLUSIVE 
PROMOTIONAL 
AID MOVES 
DISPLAYS! 


Uta 


MFGR 


«+. and other 
national manufacturers 


Our job is not done when 
the display is finished. We 
actually help you build en- 
thusiasm among your sales- 
men, distributors and 
dealers with powerful, at- 
tractive literature ... to 
obtain maximum sell power 
from the displays for you! 
Write for details and sam- 
ples on this exclusive DIS- 
PLAY SALES service. 


> 
display 
sales 


1638GEST STREET ¢ CINCINNATI 4, OHIO 
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OCTOBER, 1957 


Oct. 1-31 
Cheese Festival . . . sponsored by Amer- 
ican Dairy Assn., 20 N. Wacker Drive, 
Chicago 6. 
Let's Go Hunting . . . sponsored by The 
Sporting Goods Dealer Magazine, 2018 
Washington Av., St. Louis 3. 
National Science Youth Month 
sponsored by Science Service, 1719 N 
St.. NW, Washington 6. 
Restaurant Month sponsored by 
Natl. Restaurant Assn., 8 South Michi- 
gan Av., Chicago 3. 
Rice Harvest Festival . . . sponsored by 
Rice Consumer Service Inc., 10th floor, 


Realty Bldg., Louisville 2, Ky. 


Oct. 6-12 
Fire Prevention Week . . . (presidential 
proclamation), sponsored by Chamber of 
Commerce of the U. S., 1615 H St., 
NW, Washington; Natl. Board of Fire 
Underwriters, 85 John St., New York 
38; Natl. Fire Protection Assn., 60 Bat- 
terymarch St., Boston 10. 
Vational Letter Writing Week . . . spon- 
sored by Paper Stationery and Tablet 
Mfgs. Assn. Inc., 527 Fifth Av., New 
York 17. 
Vational Pharmacy Week . . . sponsored 
by American Pharmaceutical Assn., 
2215 Constitution Ave., NW, Washing- 
ton (. 


Oct. 8-13 
Anti-Freeze Week (middle states) Bes 
sponsored by Zerone & Zerex Anti- 
Freezes of the Du Pont De Nemours Co., 
Wilmington 98, Del. 


Oct. 10-19 (tentative) 


Home Fashion Time . . . sponsored by 
Home Furnishings Industry Committee, 
666 Lake Shore Drive. Chicago. 


Oct. 12 


Columbus Day .. . 
mation ) 


(presidential procla- 


Oct. 12 


National Grandparents Day Senior 
Citizens Day . sponsored by Grand- 
parents Assn., 2511 N. Clark St., Chi- 
cago 14. 


Oct. 13-19 
Vational Y-Teen Roll Call spon- 
sored by the Young Women’s Christian 
Assn. of U. S. A., 600 Lexington Av., 
New York 22. 
Oil Progress Week sponsored by 
Oil Industry Information Committee, 50 
West 50th St., New York 20. 
Save The Horse Week . . . sponsored by 
the Denver Post, P. O. Box 1709, Den- 
ver, Col. 


Oct. 13-20 
Certified Washable Week... 


sponsored 


by the American Institute of Launder- 
ing, Joliet, Ill. 


Oct. 14-21 
National Wine Week . . . sponsored by 
Wine Institute and Wine Advisory 
Board, 717 Market St., San Francisco 3. 


Oct. 15-Nov. 15 
Clean Oil Month... 


sponsored by Fram 
Corp., Providence 16. 


Oct. 15-Nov. 30 
Kraut. Pork ’n Apple Dinner Season .. . 


sponsored by Natl. Kraut Packers Assn., 
202 S. Marion St., Oak Park, Il. 


Oct. 17-26 
National Macaroni Week . . . sponsored 
by Natl. Macaroni Institute, 139 N. Ash- 
land Av., Palatine, III. 


Oct. 19 
Sweetest Day . . . sponsored by the As- 
sociated Retail Confectioners of U. 
S.: The Natl. Committee for Promotion 
of Sweetest Day Inc., 221 N. LaSalle 
St., Chicago 1. 


Oct. 19-26 
Vational Donut Week . . . sponsored by 
Natl. Donut Week Committee, c/o Bert 
Nevins Inc., 152 W. 42nd St., New York 


36. 


Oct. 20-26 
Cleaner Air Week . . . sponsored by Air 
Pollution Control Assn., 2901 Union 
Central Bldg., Cincinnati 2. 


Oct. 20-26 


International Raisin Bread for Health 
Week . . . sponsored by International 
Bread Weeks Inc., 333 N. Michigan Av., 
Chicago 1. 

Vational Flower Week (tentative 
date), sponsored by Society of Ameri- 
can Florists, 600 S. Michigan Av., Chi- 
cago 5. 

National Thrift Week . . . sponsored by 
Natl. Thrift Committee, 121 West 
Wacker Drive, Chicago 1. 

Winter Millinery Week . . . sponsored 
by Millinery Institute of America Inc., 
1450 Broadway, New York 18. 


Oct. 20-Dec. 24 
Dessert Festival . . . sponsored by Amer- 
ican Bakers Assn., 20 N. Wacker Drive, 


Chicago 6. 


Oct. 24-Nov. 2 (tentative ) 
National Apple Week . . . sponsored by 
Natl. Apple Week Assn. Inc., 1302 18th 
St., NW, Washington 6. 


Oct. 27-Nov. 2 
Vational Popcorn Week . . . sponsored 
by Popcorn Institute, 332 South Michi- 
gan Av., Chicago 4. 
Vational Pretzel Week . . . sponsored by 
Natl. Pretzel Bakers Institute, Cherry 
Lane Farm, Star Route, Pottstown, Pa. 


Oct. 28-Nov. 3 


Vational Honey Week . . . sponsored by 
American Honey Institute, Commercial 


State Bank Bldg., Madison 3, Wis. 


Oct. 29-Nov. 3 
Anti-Freeze Week (deep south) ; 
sponsored by Zerone & Zerex Anti- 
Freezes of the Du Pont De Nemours 
Co.. Wilmington 98, Del. 


Oct. 31 
Halloween 





j 
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HERMAN WOUK: “A fresh, white sheet of paper is as beautiful to a writer and as challenging as a block of marble is to a sculptor.” 
Mr. Wouk, author of “Ma e Mor ta Pulitzer Pr 


Better papers are made with Cotton Fiber* 


What do you value most in a paper? Beauty? Durability? Dependable perform- 
ance? These historic qualities of cotton fiber papers are unexcelled by any othe 
type. The fiber that goes into these papers, and the special equipment and proc- 
esses used in making them, represent quality papermaking at its best. You buy 
with confidence when you specify cotton fiber papers. 


YOUR SUPPLIER KNOWS .... why papers made of cotton fiber (25°) mini- 
mum to 100 in the best grades) perform better in a variety of uses. Ask him 
about cotton fiber business and social stationery, indexes, ledgers, onion skin and 
drawing, tracing, blue print and other papers. 


*LOOK FOR “COTTON” OR “RAG” IN THE WATERMARK 
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SPECIAL FEATURES 


Ten Rules for Believable Testimonials—Jan., p. 23 

What Admen Can Learn from Movie Promotions—Haviland 
F. Reves—Feb., p. 25 

Why an Agency Built for Itself—Kenneth R. MacDonald— 
Feb., p. 28 

Planning an Agency Move—Robert B. Konikow—Mar., p. 21 

The Story Behind The Pillsbury Bake-Off Promotion—Ted 
Sanchagrin—Apr., p. 23 


How the Home Builders Assn. Developed a Public Service 
Kit—Stanley E. Cohen—Mary, p. 19 


ART & PHOTOGRAPHY 


Unusual Photography and Layout Spell Success For Glass 
Container Manufacturers’ Campaign—Jan., p. 67 


AR’s Report on Chicago Art Directors Show—Robert B 
Konikow—Feb. p. 50. 

Using Light to Create Emotion—Dale Nichols—Feb., p. 54 

Who Owns Your Negatives?—An Attorney Answers—Albert 
Woodruff Gray—March, p. 71 


AUDIO-VISUAL AIDS 


The Art of Communication—IV: Writing. Photography, Art- 
work, Skilled Personnel—Richard A. Naumann—Jan., p 
85 


A Factual, Hard-Hitting Movie Solves Monsanto’s Unusual 
Sales Problem—Feb., p. 47 


An Outline of 12 Steps in Film Production—Feb., p. 48B 


A Low Budget Movie: Step-by-Step Production Report— 
Russell C. Mock—Mar., p. 79 


DIRECT ADVERTISING 


Creativity in Direct Mail—Ferd Ziegler—Jan., p. 51. 

How Direct Mail Produced Paid Subscriptions to Start a 
Magazine—Larry Brettner—Feb., p. 71 

Selling a Product Through Personal Letters—Terry Armstrong 
—March, p. 55 


Witty Letter-Stories Appeal to Dealers—Bette Macon— 
March, p. 59. 


How Customers, Dealers and Distributors Can Be Reached 
in One Campaign—Apr., p. 81 


LAYOUT & TYPOGRAPHY 


Recipe for a Product Catalog—Jan., p. 57 

What's New in Cold Type—Dick Hodgson—Feb., p. 59 

Fifteen Ways to Cut Down Your Composing Costs—Ward K 
Schori—March, p. 67 

Trends in Advertising Typography—Lettering & Layout— 
A. Raymond Hopper—Apr., p. 59 

What's New in Wide Type—Margaret Reynolds—May, p. 85 


New Techniques for Business Paper Production—Haviland 
F. Reves—May, p. 33 
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January — June 1957 


How Temporary Help Can Solve Agencies’ Extra Work 
Problems—May, p. 22 


Budweiser’s Clydesdale Horses: The Story of A Continuing 
Promotion—Mildred Weiler—June, p. 25 


Product Publicity Releases Can Exploit Many Angles— 
John R. Advent—June, p. 27. 

Handling Advertising Effectively (Excerpts from Stromberger 
LaVene, McKenzie’s Procedures Manual) 
Part I: Production Department—Apr., p. 30 
Part II: Traffic Department—May, p. 45 
Part III: Art Department—June, p. 105 


How a Complete Low-Cost Campaign Can Be Built Around 
Distinctive and Dramatic Art—Apr., p. 95 


A New Guide to Color Photography—Egon Berka—May, p 
25 


Samples and Commentary on the Year’s Award Winners in 
Advertising Art—June, p. 28 


Using the Mail to Promote Showings of Industrial Films— 
Thomas S. Hook—Apr., p. 67 


How Records and Picture Booklets Worked On-the-Spot in 
Training Salesmen—Mildred Weiler—May, p. 69 


How Time Inc. Uses Audio-Visuals—Ted Sanchagrin—June 


Getting Dealers to Build Their Own Direct Mail Lists—May, 
p. 7 


Advice from the U. S. Post Office on Getting The Most from 
Its Services—May, p. 77. 


Postmarks Can Sell for You—Bette Macon—June, p. 51 


A Guide to Unusual Post Offices—June, p. 53 


AR Report on Eastman’s Three-Color Process—Robert B 
Konikow—May, p. 39 


Running a Daily Newspaper at a Convention—John J. Ford— 
May, p. 49 


Full-Color Outdoor Poster Made by Lithography—May, p. 54. 


“Fragrant Printing’ & How Scents are being Used—Margaret 
Reynolds—June, p. 87. 


How to Get Economy in Reducing Color Plates—Jules Fried- 
lander—June, p. 91 


- continued on page 24 





CRAFTINT “CRAFT-GLO” 


Daylight Fluorescent 


WATER COLORS 


Eight Brand New Extra-Brilliant Tempera Colors Glow 
Like Neon Ready-To-Use Opaque, Creamy, Smooth- 
Flowing Fluoresce Vividly Under Black Light NEED 
NO UNDERCOATER with Light or Dark Surface A Daz- 
zling Glo-Burst of Color with Scores of Uses in Commercial, 
Graphic and Fine Art. Especially formulated for — Display 
and Signmen, Advertising Artists, Designers, Silk Screen 
Processors, Printers, Hobbycrafters, Educators, Students. 


“Craft-Glo” colors are up to FOUR TIMES BRIGHTER 
than the brightest of ordinary colors. Can be brushed DI- 
RECTLY onto almost any surface paper cardboard 

cloth glass wood acetate metal! “Craft- 
Glo” makes dynamic, attention-getting, neon-like displays 
on store windows ideal for ALL merchants easy and 
economical! Wonderful for school, hobby, novelty, indus- 
trial also safety use. 

CRAFTINT “CRAFT-GLO” DAYLIGHT FLUORESCENT KIT 

NO. 19 contains eight 4- ounce jars of “Craft-Glo” plus 

$1.95 per kit 

CRAFTINT “CRAFT-GLO” DAYLIGHT FLUORESCENT KIT 

No. 29 contains eight 2-ounce jars of “Craft-Glo” plus 

ae era err eee $5.95 per kit 


CRAFTINT “CRAFT-GLO” SCHOOL WATER COLOR KIT 
NO. 8. Another Craftint “first”. Contains eight semi- 
moist half-pans of super-brilliant “Craft-Glo” colors spe- 
cially designed for school and hobbycraft use. Completely 
safe, NON-TOXIC formulation. Packaged in a metal 
water color box with mixing palette lid and brush. Ex- 
cellent for banners, posters o!l gala decorations. 


$.98 per kit 


CRAFTINT “R.1I.C.” 


(Revolution In Color) 


ARTISTS’ PAPERS 


(Velva-Glo fluorescent) 


Give brilliant COLOR IMPACT to dummy art, packaging 

and mock-ups, 24-sheet posters with color-coordinated 

CRAFTINT “R.I.C.” ARTISTS’ PAPERS. Save time and money 
eliminate guesswork. 


“R.1.C.” Papers are the choice of Advertising Agencies, 
Commercial Artists, Art and Design Studios, Display Houses, 
Silk Screen Processors, Lithographers wherever fluores- 
cent color coordination and accuracy are essential. 


Eight Extra-Bright Colors: Blue « Cerise * Chartreuse * Red 
¢ Orange-Yellow * Orange-Red * Green * Orange. Use them 
with Craftint Color-Vu Sheets — 217 colors for all art needs. 
“R.1.C.” Papers are color-coordinated with Craftint “Craft- 
Glo” Daylight Fluorescent Water Colors — assortments No. 
19 and 20 and half-pan Set No. 8. 


Craftint “R.1.C.” Velva-Glo Papers also are excellent for: 
“do-it-yourself” greeting cards, school cut-outs, posters, 
shelf strips, streamers, gift wraps, safety bulletins. 

18” x 25” Sheet cece ee + $230 each 


CRAFTINT 
COLOR-VU PAPERS 


A complete color selector system! The quick 


economical way to prepare comprehensives, backgrounds 
and finished art. 


Craftint Color-Vu Papers are preferred wherever color 
accuracy is a “must”. They eliminate costly, time-wasting 
color guesswork and mixing. Used extensively by ad agen- 
cies, art and design studios, display houses, printers, ink 


houses, lithographers, photographers, department stores 
and schools. 


Use these color selector sheets, with scissors or blade, for 
just the right shade. Washable surface. Matte finish takes 


any medium. Serviceable weight makes erasing easy. 


Craftint Color-Vu Papers come in a full 192-color range 
of 24 basic hues: four tints and three shades of each hue, 
eight shades of warm greys, plus black.....also 16 new, 
color controlled “Living” Greys (cool). COLOR-VU TITLE 
BOARDS also available in the 16 Greys and Black — 14-ply. 


COLOR-VU CUT SHEETS, 18” x 24” $.30 each 
COLOR-VU TITLE BOARDS, 20”x 30” .... .95 each 


CRAFTINT 
COLOR-VU-PAK 


Boxed assortment of 209 different 6”x9” sheets of the 
above Craftint Color-Vu Paper. Wonderful for interior 
decorators, wallpaper and paint stores, industrial designers 

a “must” for anyone using color when color-matching 
and specification are important. 


$9.00 per box 


Write for 

FREE 160-Page, Full- 
Color CRAFTINT 
CATALOGUE No. 46. Use 


your business letterhead! 


iii eta arcs is Da renee lamas 


a 
THE Crattint MANUFACTURING CO. 


NEW YORK ° 


CLEVELAND ° CHICAGO 
MAIN OFFICE: 1615 COLLAMER AVENUE, CLEVELAND 10, OHIO 


July 1957 > 





Semi-Annual Editorial Index 


PACKAGING & LABELING 


Success Stories of Packages Designed for Self-Service—Alan 


7 


Unusual Uses for Pressure-Sensitive Labels—Feb., p. 87 


The Label Which Served as an Insert and a SSaider- James 
Feb 


The Four Keys to , Better oo Design—Walter Li 


es—Mar p. 33 
Package sted Council's nae Winners—March 


PREMIUMS, PRIZES & SPECIALTIES 


An Expert Answers Your Questions About Trading Stamps— 
p. 93 


a. Feb., p. 41 


‘in Participate in Better Homes & Gardens’ Contest— 


How Heinz’ Premium, the Pickle Pin, Became a Symbol— 
Feb., p. 45 

Ten Years of ae in Premiums—An Expert's Analysis 

sordon C. Bow March 


PRINTING, PAPER & PLATEMAKING 


Interesting Uses of Paper for Mailing Pieces—Ted Sancha- 
nieiaannen Report on Electronic Photoengraving 
A. V. Hya Jan., p. 39 
Printing Progress: 1957—Dick Hodgson—Jan., p 
The ABC’s of Onion Skin—Margaret Reynolds- 
When to Use Roto for Your Printing Job—Jules 
Feb., p. 80 


How me Produced Cook Books for Use as Inserts—F 


Unusual Promotion Uses Paper for a “Welcome” Mat— 
é eynolds—March, p. 53 

Sheetien R. O. P, Color Plates—Allen Sommers—March 

What's New in Fluorescent Color—March, p. 39 


RADIO & TV PRODUCTION 


How to Get Your Old Films Shown ay Preparing Them for 
TV’s Needs—Richard Ma Jar 63 


A Spectacular Format Which Reeve Three Media: TV, News- 
papers, Posters—Mildred Weiler—Feb., p. 67 


Getting Promotional Value from Your Star's Personal Ap- 
pearances—Don Young—March, ¢ 


SHOWS & EXHIBITS 


Animation & Audience Participation Spell Exhibit Success 
Mildred Weiler—Jan., p. 89 


i€ jan) 


Examples of Showmanship at a Home Show—Phil Seitz— 
Feb., p. 37 


How Reader’s Digest “Tent Show” Entertained World’s Ad- 
men—George W. Wallace—March, p. 85 


SIGNS & DISPLAYS 


An Unusual Insert Gets Display Materials & Samples to 
Dealers—Steve Auld—Jan., p. 73 


Planning Roadside Signs as the Main Advertising Medium 
Jan., p. 83 


How to Identify Your Dealers—Bette Macon—Feb., p. 30 


A Campaign Designed to Boost Off-Season Sales—Wm. G 
Reker—Feb., p. 35 


Advice on Getting Your Displays Into Action at the Point-of- 
Purchase—Julius R. Teich—March, p. 91 


RCA Victor's Sign Program for Dealers—J. M. Williams— 
March, p. 96 


Report on P.O.P. — as Reflected in AR’s Survey 
Dick Hodgson—Apr., p. 4 
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Designing Tags as Sales Tools—25 Checkpoin 
Young—Apr., p. 103 


The Seven Jobs A Package Should Do—Ted Sanchagrin— 
May, p. 59 
How Heinz Handles Package Design—June, p. 55 


The Year's Best Boxes: 44 Set-Up & Folding Box First Prize 
Winners—June, p. 60 


ts—Harrison 


How N. Y. Telephone Co. Uses Premiums to Recruit Em- 
ployes—George Meredith—Apr., p. 89 


Personalize Your Premiums—Kenneth F. Curry—May, p. 63 
Using Imprinted Balloons in Promotions—May, p. 67 


Premiums Help Beverages Boost Impulse Buying—As Re- 
ported at the Premium Show by Nestle’s, Canada Dry 
and Pabst—June 69 


rr 
Ww 


A Basic Guide to Paper—Apr., p. 35 

Production Report on Pillsbury’s 14-Page Insert—Apr 

Hallmark's Lunchtime Newspaper—Mildred Weiler 
38 

New Techniques for Business Paper Production—Havila 
F. Reves—May, p. 33 

AR Report on Eastman’s Three-Color Process 
Konikow—May, p. 39 

Running a Daily Newspaper at a Convention—John 
May, p. 49 

Full-Color Outdoor Poster Made by Lithography—May 

“Fragrant Printing” & How Scents are being Used— 
Reynolds—June, p. 87 

How to Get Economy in Reducing Color Plates 


lander—June, p. 91 


Three Months’ Preparation for a Top 3-Minute TV Commer- 
cial—Paul R. Heinmiller—Apr., p. 75 

How to Buy Films for Television—Maurine 
May, p. 55 

Preparing Your TV Materials for Stations’ Requirements— 


Edgar Parsons—June, p 


~ 
Unristopner— 


How to Hold an Open House—Walt Seifert—Apr 
How to Build Floats—L. F. Vaughn—May, p. 103 


Football Theme Adds wae & a to Sales Meetings— 
Robert C. Johnson—June, r 


Six Reasons Why Point-of- Purchase Advertising Is a Neces- 
sity—Wesley I. Nunn—Apr., p 


a 


How Highway Signs Built a City into a Tourist Attraction- 
George Meredith—May, p. 91 


What You Should Know to Plan Your Ads for Use on Buses— 
Benn Ollman—May, p. 95 

Sealy Displays Pre-sell Mattresses—Gerald C. Shappell 
May, p. 96B 


Report on POPAI Meeting: Users’ Reactions To Displays 
They Get—June, p. 39 


Planning a Sign Program for a Truck Fleet—June, p. 45 


SU 
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For Very Important Occasions 


As her wedding day approaches, no effort is spared to 
make sure that the bride will look her loveliest for that 
very important occasion. 

There are important occasions in business too—when 
a new line of products is to be introduced, or a major 
sales campaign is to be launched — that demand more 
than an everyday printing job. Oxford Papers are made 
for just such occasions. 

Oxford Papers are used by the best printers and lith- 
ographers. There are more than twenty-five grades to 
choose from, each made to do a particular printing job 
superlatively well. If you would like helpful advice on 
printing papers, call your nearby Oxford Merchant or 
write us direct. 


OXFORD 
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OXFORD MIAMI PAPER COMPANY it AES 
230 Park Avenue, New York 17 * 35 East Wacker Drive, Chicago 1 EE TES 
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This insert is a sample 
of the offset results 


you can get on 


AEP 


Nation-wide Service 


Through Oxford Merchants 


Albany, N.Y. . 
Asheville, N.C. . 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. 
Buffalo, N.Y. . 
Charlotte, N. C. 
Chicago, Ill. 


W. H. Smith Paper Corp. 
Henley Paper Co. 

" ‘Wyant & Sons Paper Co. 
Carter Rice Storrs & Bement 

. . The Mudge Paper Co. 

” Wilcox-Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Franklin-Cowan Paper Co. 
Henley Paper Co. 
Bermingham & Prosser Co. 


es 
~ 


Bradner, Smith & Co. 
Marquette Paper Corporation 


iA 


~ 
a 
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Ran geley Offset 


REGULAR FINISH 


OXFORD PAPER COMPANY 
OXFORD MIAMI PAPER COMPANY 


ae 


Kot is SUR Set cea ica aie tle pull Me adi: 


nsec EY OFFSET and WESCAR OFFSET (com- 
panion grades made at Rumford, Maine and West Carrollton, 
Ohio respectively) are bright, white papers of high opacity, 
exceptional strength and ink receptivity. They have excellent 
bond and are free from lint and fuzz. Designed to insure 
dependable performance at high speeds, they are recom- 
mended for fine reproduction of black and white halftones 
and full color process work. Rangeley and Wescar Offsets, in 
white, are available in both regular (smooth) and vellum 
finish. Wescar Offset, vellum finish, is also available in eight 
distinctive tints — ivory, canary, French gray, tan, green, blue, 
pink and golden yellow. 


WESCAR TEXT is a brilliant white, opaque offset paper in vellum finish 
permitting fine gradations of tone from white to solid black. It reproduces 
details of line drawings, halftones and color process illustrations with 
distinctive fidelity. Wescar Text is a de luxe offset sheet meeting the 
most exacting standards for printing results and press performance. 


RUMFORD OFFSET and CARROLLTON OFFSET (companion grades 
manufactured at Rumford, Maine and West Carrollton, Ohio respec- 
tively) are bright, white offset papers of good opacity and uniform sur- 
face. Free from lint or fuzz, they are carefully manufactured to give 
trouble-free press performance. Rumford Offset, in regular or vellum 
finish, and Carrollton Offset, in vellum finish, are recommended for 
quality offset reproduction at moderate cost. 


TWO VALUABLE AIDS: (J) The OxrorD PAPER smecror CHART helps you select the 
right grade of paper for each job. (2) The OXFORD PAPER COST CALCULATOR quickly 
gives the exact cost per 1000 sheets for common weights and sizes of printing papers. 
Ask your nearby Oxford Merchant or write us direct. 


Cincinnati, Ohio 


Cleveland, Ohio 
Dallas, Texas 
Dayton, Ohio 

Des Moines, Iowa 
Detroit, Mich. . 
Fresno, Calif. 
Gastonia, N. C. 
Hartford, Conn. 


High Point, N. C. 
Indianapolis, Ind. 
Kalamazoo, Mich. 
Kansas City, Mo. . 


Knoxville, Tenn. 
Little Rock, Ark. 


Long Beach, Calif. 


Los Angeles, Calif. 
Louisville, Ky. . 


Manchester, N. H. 
Memphis, Tenn. . 
Milwaukee, Wis. . 


Minneapolis, Minn. 
Nashville, Tenn. 
Newark, N. J. . 
New Haven, Conn. 


New Orleans, La. . 


New York, N. Y. 


Oakland, Calif. 

Omaha, Neb. . 
Pawtucket, R. I. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Oregon 
Reno, Nevada 
Richmond, Va. . 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


San Bernardino, Calif. 


San Diego, Calif. 


San Francisco, Calif. 


San Jose, Calif. . 
Seattle, Wash. . 
South Bend, Ind. . 
Spokane, Wash. . 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Toledo, Ohio 
Tucson, Ariz.. . . 
Washington, D. C. 
Worcester, Mass. 
York, Pa. 


OXFORD PAPER COMPANY 
OXFORD MIAMI PAPER COMPANY 
230 Park Avenue, New York 17 * 35 East Wacker Drive, Chicago 1 


Midland Paper Company 
The Whitaker Paper Co. 
The Johnston Paper Co. 
The Whitaker Paper Co. 

The Cleveland Paper Co. 
. . Graham Paper Co. 
The Whitaker Paper Co. 

Bermingham & Prosser Co. 

Chope-Stevens Paper Co. 

Blake, Moffitt & Towne 

. Henley Paper Co. 

" Green & Low Paper Co., Inc. 
Carter Rice Storrs & Bement 
Henley Paper Co. 
MacCollum Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 
Graham Paper Co. 
Louisville Paper Co. 

. . Roach Paper Co. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Graham Paper Co. 
Louisville Paper Co. 

C. H. Robinson Co. 
Louisville Paper Co. 
“Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co. 
Wilcox-Mosher-Leffholm Co. 
; Graham Paper Co. 
Bulkley, Dunton & Co., Inc. 
Carter Rice Storrs & Bement 
Graham Paper Co. 

Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 

Kennelly Paper Co., Inc. 

The Whitaker Paper Co. 
Blake, Moffitt & Towne 
Western Paper Co. 

Carter Rice Storrs & Bement 
i Atlantic Paper Co. 
Wilcox-Walter- Furlong Paper Co. 
Blake, Moffitt & Towne 
Brubaker Paper Co. 

General Paper Corp. 

C. H. Robinson Co. 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Cauthorne Paper Co. 
Genesse Valley Paper Co. 
Blake, Moffitt & Towne 
Bermingham & Prosser Co. 
Graham Paper Co. 


Shaughnessy-Kniep-Hawe Paper Co. 


Tobey Fine Papers, Inc. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

Bermingham & Prosser Co. 
Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Mill Brand Papers 

Blake, Moffit & Towne 
Blake, Moffitt & Towne 
Paper Merchants, Inc. 
Blake, Moffitt & Towne 
John Floyd Paper Company 
Carter Rice Storrs & Bement 
The Mudge Paper Co. 
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Advertising Requirements 


How to Plan Your 


Here are some practical hints 
for building an effective 
public relations activity 

in your organization, with 
emphasis on the pitfalls 

that trap the unwary. 


Public Relations Program 


By Paul B. Zucker 
Vice President 
Ruder & Finn Inc. 
New York 


More and more companies are 
turning to public relations tech- 
niques to help sell their products or 
services. Enlightened sales and ad- 
vertising campaigns are now being 
backed up to an ever increasing ex- 
tent with intensive p.r. and publicity 
efforts—either by internal public 
relations departments or outside p.r. 
agencies—to help create a more 
favorable “climate” for the sale of 
these products or services. 

Behind this growing popularity of 
public relations as a sales tool is the 
increased awareness on the part of 
advertising and sales managers that, 
when successful, p.r. campaigns can 
produce tremendous exposure for a 
product or an idea at relatively low 
cost. Moreover, whether they manu- 
facture hair tonic or packaged boil- 
ers, many companies find that pub- 
lic relations and publicity provide 
an added ingredient—credibility— 


that can give unexpected support to 
advertising, sales promotion and 
merchandising efforts. 

But public relations and publicity 
can be completely ineffective as a 
merchandising tool if applied on a 
hit-or-miss basis. Preparation of a 
written program is absolutely es- 
sential if p.r. and publicity are to do 
an effective job in backing up ad- 
vertising and sales. In fact, just 
about everything stems from proper 
programming: 


@ Reliable 
lished; 


objectives are estab- 


e Proper proportionment of time 
and effort is assured; 


@ Evaluation of results is made pos- 


sible; 


e Staff needs and budgets can be 
forecast. 


However, many p.r. and publicity 
efforts misfire completely or fall 
short of achieving full effectiveness 
because of failure to program ade- 
quately. It has been estimated, in 


fact, that as much as 50% of new 
public relations programs under- 
taken during the past five years 
have ended in failure due to inade- 
quate or poorly planned program- 
ming. 


> Here, based on experience, are 
some of the most common (and 
deadly) pitfalls that should be 
looked for in planning or evaluating 
a written p.r. program. 


1. Beware of deceptively simple 
goals .. . Time and again programs 
are presented in which the stated 
objectives are so broad or unspecific 
that they are virtually meaningless 
and useless in terms of enabling the 
p.r. department or agency to design 
projects capable of fulfilling the ob- 
jectives. Here is an example: 


The subject is a medium-sized 
New England company that man- 
ufactures specialized applications 
of porcelain enamel on steel. The 
public relations objective is stated 
as follows: “The objective of the 
public relations program is 
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make the company better known 
and to build its sales. 


It isn’t easy, but real objectives 
must be isolated in developing the 
program. They must be quantita- 
tively or qualitatively measurable 
and must have direction. Such ob- 
jectives for a program for the 


above-mentioned company could 
be: 


a. To create a greater awareness 
on the part of architects and 
builders of the potential for por- 
celain on steel as a building mate- 
rial and to identify the Babcock 
Co. (fictitious name) as an or- 
ganization which specializes in the 
fabrication of architectural por- 
celain parts. 

b. To familiarize engineers with 
the advantages of porcelain as 
resistant to high temperature cor- 
rosion. 


These objectives do more than 
merely provide direction; they serve 
actually as sources of ideas and en- 
able the p.r. man to plan specific 
projects that can be realized within 
the framework of the budget, time 
and personnel facilities that are 
available. 


2. Watch out for “over-program- 
ming.” ... Too many p.r. programs 
are over-ambitious. In the hands of 
inexperienced programers, the pro- 
gram becomes a repository for a 
thousand and one assorted ideas. 
Brochures, seminars, institutional 
advertisements, all flow past the 
reader’s eyes in truly impressive 
fashion. The sheer profusion of 
ideas is overwhelming, but in the 
last analysis they are useless be- 
cause there are so many to choose 
from that there’s every likelihood 
few will be completed. 

A program with a limited number 
of projects, each directly related to 
the long-range goals will have a far 
greater chance of success. 


3. Don’t program more than 75% of 
available time . . . Public relations, 
like any service, involves nothing 
more or less than expenditure of 
time. It takes time to plan, to write 
articles and brochures; it takes time 
to set up plant tours and to or- 
ganize a speakers’ bureau. 

At least 25% of the available time 
should be left uncommitted to allow 
for unexpected contingencies and 
fast-breaking news developments. 
This “elbow room” or flexibility 
factor should be built into all p.r. 
programs so that when the unex- 
pected does occur it can be handled 
without causing the rest of the pro- 
gram to suffer. 


4. Beware of time traps . . . Many 
p.r. programs contain projects that 
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are outwardly simple but which 
actually have built into them prob- 
lems and complications that can tie 
an organization up in knots for lit- 
erally weeks at a time. The follow- 
ing are some key words that denote 
typical time traps. If they appear in 
a program, watch out. 


“We plan to set up a press confer- 
ence to introduce the new prod- 
ss. 

“We propose a seminar on ‘fash- 
ions for the working woman’ .. .” 
“A plant visit by 15 leading edi- 
tors is recommended . . .” 

“A survey will...” 

“A contest...” 


These are sound public relations 
techniques, but before they are ap- 
proved it should be ascertained (a) 
whether the time allocation is re- 
alistic; (b) that the end result is 
worth the investment; and (e) that 
other equally important projects 
won’t suffer. 


5. Make sure that the program is 
designed to produce results on a 
continuing and consistent basis .. . 
To be fully effective the p.r. pro- 
gram must be cumulative in effect. 
Unfortunately, many p.r. programs 
are conducted on a feast or famine 
basis, starting off with a burst of 
product publicity and fading away 
to nothing because of failure to plan 
longer range work. On the opposite 
side, many programs involve the in- 
itiation of such long-term projects 
that the p.r. budget is cut out in dis- 
gust by management long before re- 
sults have appeared. 


Meaningful results have to show 
up on a steady continuing basis 
either in reprint form to customers, 
or in the form of definite, measur- 
able changes in public attitudes to- 
ward the company or product. This 
is particularly important in the cases 
of managements which have had 
little or no previous experience with 
p.r. In such cases the program 
should definitely provide that a 
regular flow of materials (i.e., re- 
prints, brochures, reports, etc.) be 
produced for use in sales promotion 
activities, stockholder relations or 
for some other important company 
public. 


6. Be sure the program is “bal- 
anced.” . . Don’t be misled by man- 
agement’s enthusiasm for or inter- 
est in one phase of public relations 
activity. A particular case con- 
cerned is the Wheeler Machine Co. 
(fictitious name) which needed a 
strong p.r. program to build trade 
relations with jobbers, wholesalers 
and retailers. The company’s p.r. 
department was misled by the pres- 
ident’s enthusiasm for personal 


publicity into thinking that they 
were doing a satisfactory job by 
“building up” the company’s chief 
executive through byline articles 
and speaking engagements to man- 
agement groups. 

The result of the p.r. program’s 
failure to plan adequate trade rela- 
tions was that Wheeler lost touch 
with its most important public, 
while Wheeler salesmen lost the 
ammunition and backing they 
needed to make easier their job of 
selling Wheeler products. 

As soon as the deficiency was 
noted the p.r. department quickly 
began to repair the damage by con- 
ducting an informal opinion survey 
among wholesalers, jobbers and 
dealers aimed at giving them a 
chance to express their feelings 
concerning Wheeler’s policies and 
its products. 


> In a balanced program, some di- 
rected activity should be planned 
for in all of the following areas: 


® consumer publicity 

® trade relations and publicity 

®@ financial publicity and/or public 
relations 

® institutional public relations 

® stockholder relations (if publicly 
owned) 

® employe and 
tions 


community rela- 


7. Consult before programming .. . 
Every p.r. program will reflect much 
better perspective if consultation 
with outside organizations and indi- 
viduals has taken place before the 
program is prepared. The best pro- 
gram is one that reflects the view- 
points of everyone who can shed 
light on the company’s p.r. problems. 
Some of the special publics who 
should be consulted are: 


the company’s advertising agency 
its suppliers 

its customers 

its retailers 

editors. 


Still another important public in- 
cludes middle management and line 
employes—in fact every level of the 





MEDIA DIRECTOR 


ACCOUNT EXECUTIVE 


PART IV — PUBLIC RELATIONS 


How does a public relations de- 
partment fit into an advertising 
agency? This is such a new de- 
velopment that the picture is still 
unclear. It varies from one agency 
to the next, and no final solution 
has yet been worked out. One way 
of dividing authority and responsi- 
bility is outlined here, in this ex- 
cerpt from SLM’s procedure manual. 


> General . . . The public relations 
department of this agency utilizes 
all available means of communica- 
tion to enhance the public’s attitude 
towards the agency’s clients and the 
agency itself. 

The creation of an “atmosphere” 
for clients and the agency involves 
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PRODUCTION MANAGER 


TELEPHONE RECEPTIONIST 


The part advertising agencies play in public relations is 


particularly fluid today. Most agencies — as well as 


advertisers — are learning through experience. The 


procedures manual of Stromberger, LaV ene, McKenzie, 


Los Angeles agency, tells of one p.r. department’s functioning. 


the efforts of staff members in both 
counseling and creative work. The 
latter results, to a great degree, in 
the production of information for 
media use — an activity that is 
generally designated as_ publicity 
operations and which is one of the 
concrete results of a good public 
relations department. Counseling, 
on the other hand, is an important 
phase of the department’s work that 
is designed to increase in activity 
and value to the agency and its 
clients. 


> Responsibility and Duties ... The 
director of the public relations de- 
partment is responsible for the is- 
suance to the press of all statements 


of policy and news of agency activ- 
ity: he is responsible to those clients 
who elect to utilize the agency's 
public relations department for 
counseling and creative work with 
their public relations and/or adver- 
tising managers in the effective con- 
duct of programs that will reflect 
credit on the clients and their prod- 
ucts. 

The public relations department 
shall issue news to the various busi- 
ness publications regarding the de- 
velopment of the agency. 

The public relations department 
shall issue, monthly, the agency's 
newsletter. 

The public relations department 
shall counsel as requested in any 





organization in addition to top man- 
agement. 


8. Know what the competition is 
doing p.r. wise ... And once you do, 
be sure that your p.r. program 
avoids being slavishly imitative of 
their p.r. activities, no matter how 
successful. 

Take the case of two men’s hat 
manufacturers: Company A _ had 
built a successful p.r. campaign 
around the fact that hats were one 
of the few remaining fashion strong- 
holds in which men continued to 
assert their independence by select- 
ing their own headgear. They were 
very successful in pointing out how 
men’s hats reflected their personal- 
ity more successfully than any other 
clothing item. 

Company B took exactly the op- 
posite tack and topped Company A 
by a mile—by launching a “wom- 
en’s influence” campaign in which 
they popularized the importance of 
taking feminine taste into consider- 
ation when selecting a hat. As part 
of their p.r. program a woman fash- 
ion consultant was retained. Her 
personal appearances in the men’s 
hat departments of department 
stores throughout the country cre- 
ated tremendous enthusiasm on the 
part of buyers and salesmen, and 
provided an excellent continuing 
publicity newshook for Company 
B’s product via newspaper articles, 
radio and tv interviews. The depart- 
ment stores found the publicity 
about the female men’s hat fashion 


RADIO & TELEVISION 


Getting Free Time 


When you are requesting free radio spots 


Queen, has issued a spot kit for its campaign. A file folder, it 
holds 45 scripts, each on a separate 81/2x11" sheet. Tabbed 
separators divide them according to 


easy for station personnel to select. 


DIRECT ADVERTISING 


, as does the Greater 
New York Fund, you will get better results if you make it easy 


to use your material. The Fund, under the direction of Robert I. 


time required, making it 


consultant was such a_ successful 
store traffic “puller” that they took 
large space advertising in local 


newspapers to support the promo- 
tion. 


9. Plan a budget . . . It seems ob- 
vious, but every day p.r. programs 
are presented to management in 
which the costs of a given project 
or group of projects are not thor- 
oughly thought out. Of course, the 
budget as a whole must be regarded 
as somewhat flexible because it is 
impossible to anticipate all the 
problems that may arise, and the 
need for shifting emphasis from one 
type of activity to another which 
never can be anticipated because of 
the nature of public relations activ- 
ity. 

Typical of the kinds of materials 
and projects that must be budgeted 
for are: booklets and _ folders; 
photographs and art work; mimeo- 
graphing and mailing costs; re- 


vertising. 


search, p.r. advertising, 
special projects (i.e., 
press parties) etc. 


exhibits, 
surveys or 


10. Sell the program to every mem- 
ber of management . . . There are 
several important reasons why all 
responsible members of the man- 
agement team should participate in 
approving a p.r. program. First, the 
setting of public relations policy 
should be a top management func- 
tion. Failure to obtain understand- 
ing and approval of goals or ob- 
jectives for management can result 
in a sterile program completely un- 
related to over-all management 
policies and objectives. 

Secondly, key management per- 
sonnel must understand what the 
public relations program is designed 
to accomplish in order to interpret 
intelligently the results of the pro- 
gram as they are presented. 


> The use of public relations tech- 
niques can be an important “plus” 
factor in any sales or advertising 
program, particularly if handled 
properly. However, the ultimate ap- 
plications of p.r. go far beyond the 
day-to-day business of producing 
and selling a particular line or 
product. In the long run, public re- 
lations programs have their effect 
upon a company’s over-all “per- 
sonality.” As such, the same highly 
critical standards that are de- 
manded in other phases of market- 
ing deserve to be applied in the 
case of public relations. 44 


ANNUAL REPORTS 


Personal Approach 


A letter from the president of National Starch Products Inc. gives 
stockholders and other contacts a friendly report on the com- 
pany’s activities. Individually addressed, with the body dupli- 
cated in typewriter type, the letter is written in an informal, 


chatty, but informative, style. It is accompanied by a four-page 
folder reprinting some 


of the company’s full-color national ad- 


EXHIBITS 


Encourages Returns 


“Materials & Methods” added interest to a simple mailing to en- 
jineers and designers, by tipping a 2c stamp on the cover of its 
eaflet, with the copy ‘This 2c stamp brings you a free and post- 
paid py of Materials & Methods’ brand new 310 page Gift 
k."" The stamp was to be taken from the cover and put on 
eturn postcard order blank, a variation of the more com- 
isiness reply card. 


Space Dividers 


Euclid, exhibiting its huge machinery at the Road Builders Show, 
did not use the traditional backing, but placed its equipment in 
its space. Something, however, was needed to mark off the 
boundaries of the space and tie the exhibit together. Euclid 
turned to inexpensive sawhorses, painted in the company colors. 
Pairs were placed at right angles at the corners of the exhibit 
area, and marked out the area neatly. 
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and all management activities that 
aid in the creation of the public’s 
favorable attitude toward the agen- 
cy. 


> Operational Methods Pur- 
chase orders are issued by one sec- 
retary in the public relations de- 
partment. Purchase orders are is- 
sued in accordance with instructions 
in the production department sec- 
tion of the procedure manual. 

The only exception to the above 
occurs when ordering photographic 
services (where number of photo- 
graphs and time cannot be de- 
termined in advance, and similar 
purchases). However, a_ covering 
purchase order must be issued as 
soon as possible. 

Job orders for publicity services 
are received by the public relations 
department from the account ex- 
ecutive. 

When ordering photographs, 4x5” 
contacts for file purposes should al- 
ways be ordered from the photog- 
rapher in addition to the photo- 
graphs. 

All news stories pertaining to 
clients’ activities are to be edited 
first by the department’s director, 
who will secure any required clear- 
ance with the account executive 
and/or clients, or will authorize 
processing if clearance is not re- 
quired. 

The list of publications and/or 
other media outlets is to be ap- 
proved by the director of the de- 
partment before being processed. 
When news releases have been 
processed, a copy of each story, to- 
gether with a list of the publica- 
tions to which it has been sent, 
should receive the following dis- 
tribution: 


@ One copy to the client 
@ One copy to account executive 
® One copy to file 


Postage on all publicity mailing is 
billable. Billable expense forms 
should be made out in accordance 
with accounting department pro- 
cedure. 


> Certain rules in the preparation 
of releases must be observed. Each 
story is to carry the full identifica- 
tion as to the sender, and the time 
of publication’s release such as im- 
mediate or on a given date. Name 
of the sender should be included 
(generally this is the department 
manager to prevent confusion). All 
stories are to be double-spaced, on 
one side of the paper only. Clean 
copies are required, with little or no 
erasures, nor with unkempt mimeo- 
graphing quality. 

The maintenance of current mail- 
ing lists of publications is a con- 


tinuing requirement. This is nor- 
mally handled by the department 
head’s secretary, but changes in 
publication addresses are welcomed 
from any other staff member. 


>» Publicity Clippings . . . Maintain- 
ing a scrapbook for a client is a 
billable agency expense. The charge 
of one cent per column inch will ap- 
ply, unless otherwise arranged. 

In handling clippings, a special 
procedure has been established for 
each client. 

It is eminently desirable for all 
staff members to watch for and di- 
rect tearsheets pertaining to client 
publicity to the public relations de- 
partment. 


>» Operations concerning SLM Staff 
‘ To disseminate information 
about the agency itself, the public 
relations department needs the co- 
operation of all other agency em- 
ployes in handling the many activi- 
ties on each account that might be 
good material for the advertising 
agency business publications. This 
information supply service should 
be the responsibility of each ac- 
count executive, who knows best 
the activities of his particular ac- 
count. 

Upon receipt of information, the 
public relations department will 
evaluate it, prepare a suitable news 
story and/or pictures, and release 
the material on a carefully-main- 
tained schedule. 


> General operation of the depart- 
ment ...In regard to the publicity 
operations of the department, the 
personnel will work closely with the 
account executives to keep in- 
formed of the day-by-day develop- 
ments within each client’s organi- 
zation. As in the preceding para- 
graphs, information about the vari- 
ous clients and their developments 
should be relayed to the public re- 
lations department by the account 





You'll like our boss, he’s almost hu- 
man. 


executives responsible. 

The department will then pre- 
pare news releases, television and 
radio releases, as the material war- 
rants. 


> Under certain circumstances, de- 
partment personnel may be re- 
quired to spend large amounts of 
time in client contact, travel and 
other operations to further the 
clients’ objectives. Under these cir- 
cumstances, the personnel of the 
department will function with the 
same enthusiasm, the same initia- 
tive, as if they were employes of 
the client’s own staff. The added 
advantage of retaining objectivity 
is another plus to the clients for the 
retention of this agency’s services. 

The department shall exercise 
the best possible professional skills 
in the preparation of written copy, 
setting up of photographs, and pro- 
duction of television and _ radio 
script material. It shall be a rule of 
the department that every item of 
production shall be as carefully 
and professionally prepared as time 
and effort can effect. 

The department shall maintain as 
wide a list of personal contacts as 
is physically possible among writers, 
editors, photographers, and exec- 
utives of newspapers, magazines, 
radio and television organizations. 
There is no substitute for an ac- 
ceptable personal relationship with 
these groups. This relationship shall 
never be jeopardized by the de- 
partment’s requesting of unethical 
actions by the press. 


> Where the department is called 
upon for counseling service, either 
by account executive or clients, the 
department will adhere to the phi- 
losophy that an accurate knowledge 
of public opinion is essential. It 
thus evolves that the department 
should be kept as well-informed as 
possible by SLM staffers as well as 
by a wide range of contacts, exten- 
sive reading and research, and oc- 
casionally by the use of surveys. 

It should be borne in mind by all 
concerned that the public relations 
derartment should and can be uti- 
lized in many management activi- 
ties to eTect a good reception of 
the clients c:yanization by the pub- 
lic. Publicity is an important tool 
in this, but it is by no means the 
only tool nor the ultimate end of 
the department itself. The objective 
of the department is to work side 
by side with advertising, merchan- 
dising, and other management offi- 
cials to create a receptive atmos- 
phere for the client and its products 

- thus being of considerable value 
to the ultimate success of both the 
client and the agency. a4 
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By Robert B. Konikow 
AR Managing Editor 


Motion pictures are better than 
ever, and they have a bright year 
ahead. At least this is true of the 
non-theatrical film, the informa- 
tional film, the documentary, or 
whatever you want to call it, and 
if you want to accept the opinions 
and viewpoints that were floating 
around the Fourth American Film 
Assembly. But from the panel par- 
ticipants, from the audience discus- 
sion, the coffee break and corridor 
gossip, and the vivid evidence of 


industrial Training Winner . . . ‘The 
First Five Minutes” tells what to do in 


a factory before the fire department 
arrives. 


30 © Audio & Visual Aids 


Sales & Promotion Winner... 
“Through the Looking Glass”’ 
uses animation to get its 
points across pleasantly. 


the films screened, there was a feel- 
ing of optimism. 

More sponsors are calling upon 
the motion picture to do more tasks 
for their companies. More produc- 
ers are able to take a long-range 
view of their relationship with 
sponsors. Quality and effectiveness 
are rising. We have a good year to 
look forward to. 


> The five-day session of the As- 
sembly, sponsored by the Film 
Council of America at New York’s 
Statler Hotel, was not an _ easy 
meeting to cover. Each morning 
there were panel discussions, film 
critiques, and meetings of special 
interest groups — sponsors, users, 
libraries, producers, and others — 
within the broad field covered by 


the rather negative 
theatrical” films. 

And in the afternoon, and going 
on into the late evenings, were 
simultaneous showings of films, run- 
ning in several screening rooms 
scattered on the mezzanine and sec- 
ond floors of the hotel. 

But from the meetings, and the 
film showings, and the critiques, 
plus corridor talk and midnight 
coffee sessions, and just plain gos- 
sip, a picture emerges, an impres- 
sion of the business film today, the 
directions in which it is moving, 
and what we can expect of it in 
the near future. 


term “non- 


>» The Festival part of the Assembly 
was, in many respects, the most 
interesting. It gave you an oppor- 
tunity to see, at one time, repre- 
sentative films of all types. The first 
day was devoted to educational 
films, in seven categories; the third 
day to the cultural and medical sec- 
tions, the first with seven catego- 
ries, the latter with only two. The 
second day was for the industry 
section, with its seven categories. 
This last group is of greatest in- 
terest to AR readers, although many 
sponsored films, paid for by busi- 
ness, were entered in both the edu- 
cational and cultural sections. 


> A total of 80 films were screened 
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fo Business Films72 


Here’s what the experts were talking about at 


the American Film Assembly, their observations 


on the current state of film making. 


Institutional Promotion Winner . 


“‘Even for One’’ uses a familiar situation to es- 


tablish the role of the general practitioner today. 


in the industry section, selected 
from two to three times that many 
that were originally submitted to 
the Council. They ran in seven 
separate screening rooms, starting 
at 2 p.m., and continuing until the 
category was finished. So it was im- 
possible for any one person to see 
all the films in the section. 

It was also difficult to see all the 
films in a single category. The 
longer categories, like Sales & Pro- 
motion with its 16 entries, ran until 
after 10 p.m., with only two ten- 
minute intermissions and the time 
that was absolutely necessary to 


change reels. The judges, patient 
and hard-working, sat through the 
entire session, and graded every 
film, but the rest of us took time 
out for dinner, or hopped from one 
session to another to pick up a film 
of greater interest. The program, 
which listed the films according to 
a schedule that allotted time down 
to the minute, was constantly in 
evidence. 
> One of the interesting comments 
that came out of the critique, held 
the morning after these films had 
been run, was the effect of tele- 
. +. continued on page 32 


REEL 
WINNERS 


Here are 1957 winners of the 
Golden and the Silver Reel Awards, 
presented at the Fourth Annual 
American Film Assembly. While 
awards were given in 23 categories, 
AR presents here only those eight 
categories included in the Industrial 
Section of the Assembly. 

The statements after each title 
are the official descriptions of the 
films, as included in the entry blank, 
which required each entrant to de- 
fine the purpose of the film. 


Golden Reel Awards 


Outside that Envelope ... (Busi- 
mess). Produced for Conn. General Life 
Insurance Co. by Parthenon Pictures. 

If an employer is to reap fair value from 
the premiums he invests in his group in- 
surance and retirement programs, his 
people must not merely understand the 
arithmetic of the benefits, but also realize 
their significance to the lives and happi- 
ness of themselves and their families. But 
few employes even really absorb the con- 
ventional descriptive booklets. So this film 
visualizes the several benefits in a series 
of dramatized case histories of people 
“like us” in problems "like ours,’’ and how 
they were benefited by a typical group 
and retirement program. (47 min.) 


Your Share in Tomorrow .. . 
(Economics). Produced for the New 
York Stock Exchange by Knickerbocker 
Productions and Intl. Film Foundation. 


blic with the im- 
New York 


nomic growth 


part played by the 
ck Exchange in 
the United stress the 
Exchange and 


broad public 


The Next Ten .. . (Industrial 
Processes). Produced for Kaiser Alumi 
num & Chemical Co. by Parthenon Pictures. 
© try to counter-attack the stereotype of 
the “predatory capitalist’ by showing an 


-.. continued on page 32B 





vision on production thinking, and 
especially on the length of films. 
The word has gone out that tele- 
vision stations have specific time 
requirements for their quarter and 
hour shows, and the closer you 
come to those times, the better your 
chance of getting your film worked 
into a public service spot — at no 
cost! 

The net result, as reported by 
those who attended the screenings, 
is that many films seemed to be 
forced into the proper lengths. They 
would work up to a logical climax, 
the final sequences were run, and 
then, because they lacked a minute 
or two of the 1312 that is considered 
optimum, they would go on with 
unnecessary padding. 

An examination of the 80 films 
screened shows a clumping around 
the two recommended lengths that 
goes far beyond the realms of 
probability. The older standards of 
time, which went in terms of reels, 
each 10 minutes long, have been 
abandoned. Only a handful of pic- 
tures were released in these foot- 
ages. 


> Aside from these comments, 
viewers felt that the quality of this 
year’s entries was superior to those 
of previous years. While a little 
hard to pin down specifically, the 
general feeling was that the more 
recent films were somewhat less 
self-conscious, somewhat less 
wordy, somewhat more concerned 
with the visual rather than the au- 
dio aspects of motion picture pro- 
duction. 

This is related to a growing ma- 
turity in the field, according to both 
producers and sponsors who par- 
ticipated in a general discussion on 
what’s been happening to business 
films. As just one indication of this, 
business firms are defining their 
objectives more carefully before 
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Ezsonomics Winner... 
Busy floor of N.Y. 
Stock Exchange is 
scene of film 

activity in 

“Your Share in 
Tomorrow.” 


embarking on a film project. This 
results in sharper definition of the 
purpose, and thus serves as a better 
guide to the producer. 


> This is only one of the reasons 
for the recent improvement in the 
general quality of sponsored films. 
According to Ray Bingham, presi- 
dent, Association Films, on the 
whole television has been a plus 
factor. The opportunity to get a 
wide audience repeatedly for a 
film, provided time can be obtained, 
has placed a premium on quality 
of sufficiently high order to com- 
pete technically and dramatically 
with the best professional produc- 
tions, in both programming and 
commercials. Simply stated, poor 
productions get no audience. 

This is true of the non-television 
audience as well. With good en- 
tertainment so easily available in 
practically every living room, a film 
must be good to compete. Even chil- 
dren in the very early grades are 
quick to show signs of disapproval 
of films that do not meet their criti- 
cal standards. 

A corollary of this, says Mr. 
Bingham, is the earlier bringing of 
the distributor into the planning 
picture. Distribution must be con- 
sidered from the very first, he 
pointed out. 

Not only must the cost of prints 
and obtaining showings be included 
in the budget, but distribution plans 
affect the very form of the film. 
The desire for television distribu- 
tion has, as we noted before, af- 
fected the optimum length of pro- 
duction. But other factors also play 
a part. If, to take just one example, 
you want your film to play before 
church groups, you had better 
watch incidental treatment of scenes 
involving liquor. 


> It is also obvious that if you want 


to keep showing your film for a 
number of years, you had fetter 
keep it from being dated. Some 
things, like women’s clothing, you 
can’t do anything about, but you 
can avoid unnecessary topical ref- 
erences. As Mr. Bingham pointed 
out, cartoons, because of their par- 
tial abstraction, have a much longer 
life than live photography. One film, 
distributed by his organization, has 
been going strong for six years, 
having achieved 1,300 television 
showings, and shows no sign of let- 
ting up. 

Tom Williams, of Transfilms, on 
the same panel, reported on his re- 
cent feeling that sponsors were 
spending more time on establishing 
a working rapport with their pro- 
ducers. Again, much of this time 
was devoted to making the defini- 
tion of the intended audience more 
specific. 

Mr. Williams added that many 
companies are finding that re- 
cruiting is a new field for motion 
pictures. A secondary aim for films 
is that of placing the name cf the 
company before future potential 
employes, while sales or institu- 
tional advancement might be the 
primary purpose. 


>» More money is being spent on mo- 
tion pictures. This is due, not only 
to the rising costs which plague the 
film field as so many others, but 
also to a changing pattern in film 
use. With non-theatrical audiences 
expanding, a sponsor simply can 
afford to spend more on the pro- 
duction without increasing his per- 
viewer cost. Topping this, the com- 
petition for viewing time, whether 
on television, in the schools, or 
among clubs and other groups, is 
forcing quality — and thus cost — 
up. 

Another result of this increasing 
competition for audiences is the in- 
creasing need for proper promo- 
tion. A number of members of the 
panel, plus additional participants 
from the audience, made this point. 
Whether you are trying to get club 
showings or time on television sta- 
tions, it is important to plan a pub- 
licity program to follow the release 
of your film. 


>» A special session of the Assembly 
was devoted to the potential role of 
industry in supplying films to help 


teach science. Here there is no 
question of the need for increasing 
the proportion of science-minded 
youngsters, nor of the value of films 
in this area. However, the warn- 
ing was issued that if these films 
are to be useful, they must be 
planned to fit into a program, as 
part of the teaching curriculm, not 
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just isolated or general coverage. 
This means that there must be some 
central coordinating agency, which 
does not exist as yet. Until then, 
sponsors will naturally be some- 
what hesitant about entering this 
field. 

On the other hand, unless spon- 
sors are permitted to cooperate, the 
program may well die a-borning. 
An analysis of the visual needs of, 
say, a high school course in physics 
indicates that the cost will be far 
too high to be borne by the school. 
Some outside subsidy must be of- 
fered. 

Until this dilemma is worked out, 
the systematic entry of sponsored 
films into the regular curriculum 
will be irregular and unpredictable. 
Sponsors will continue to make 


Business Winner Office scene is 
highlight of ‘Outside That Envelope.’ 


films and schools will continue to 
use those it can, but the net result 
will be far from a unified course of 
instruction — the aim of most edu- 
cators today. 44 


GOLDEN REEL WINNERS 


Continued from page 31 


big-business managers in 
as decent men and build 
thing they build as honest 
and along the 
that pportunity f 
untry, and for new 


und open. (33 min. 


The First Five Minutes .. . (In- 
dustrial Training). Produced for the 
Natl. Board of Fire Underwriters by Audio 
Productions. 
The purpose of this film is t 
a well-trained industrial fir 
immediate operation 
incipiency, thereby holdin 
the regular fire department 
scene and take over. By 
types 
methods of 


nstration of the 
sur and the 
them, the film 


rigade can take the 


utlines h 
ffensive 
itical first stages of an industrial 


min.) 


Even For One ... (Institutional 
Promotion). Produced for the American 
Medical Assn. by Dynamic Films. 
This film was designed as an institutional 
ublic relations vehicle prepared to give 
the general public a deeper understanding 
concerning the family physician or gen 
ral practitioner. It is hoped that through 
the technique of an intimate glimpse int 
the life of one such doctor, in one single 
incide a way of life, a 


pattern of per 


sonal dedication emerges so as leave 
the audience with a broader sense of 
what it means to pursue this path of 
medicine. 

It was also the hope of the American 


Medical Assn. that through a broad dis- 


be in large meas 

a renewed apprecia 

or the family physician in our society 

ind a fuller realization of the many areas 
in which he serves. (28 min.) 


Fish Spoilage Control ... (Nat- 
ural Resources). Produced for the 
Canadian government by the Natl. Film 
Board of Canada. 

This film was pr 

attack on the pr 

the fishing industry. Its pur 

explain how contamination 

it can be controlled; t m a 


processors to improve 


their methods 


order to reduce spoilage. It is intended 
use in educational programs for 
justry rather than release to the general 


public. (10 min.) 


Through the Looking Glass .. . 
(Sales & Promotion). Produced for 
Tube Dept., General Electric Co. by Trans- 
film. 

This film is the introductory part 
jistributor sales levelopment pr 
which includes a total of ten audio-visual 
aids. It was developed by the Tube Dept. 
f GE for the purpose 
its electrical supply distributors an 


therefore 


building sales for 


lealers. The audience 
listributor 
in this effort. 

It is the intention of this film t 
among distributor salesmen that th 
in the electronics industry is a 

ne. Once this is implanted in 
the minds of the audience, the path is 
paved for a greater receptiveness to what 


follows ways and means of cashing 


in on this vast potential. 








NEW Subscription Order Form 


Please enter immediately my subscription to 
Advertising Requirements 


for C 3 years (36 issues) at $6 No extra postage for Canada or Pan Amer- 
C1] 1 year (12 issues) at $3 ee ee 


[] Payment enclosed [] Billmyfirm [Bill me 


Name es Title 
Firm 

C] Home, or 

(] Firm Address __ 


City 


Nature of Business 


Advertising Requirements 


200 E. Illinois St. * Chicago 11, Ill. 





FIRST CLASS 
Permit No. 95 
(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in United States 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 











The various approaches to increased 
sales are discussed very briefly in this 
film as they become more detailed in the 
audio-visual aids which follow. As with 
most film treatments on sales approaches, 
certain negative aspects must be dis- 
cussed. Lest any of the audience identify 
themselves with these negatives, possibly 
becoming antagonistic as a result, anima- 
tion was selected as the visual technique. 
In so doing, real situations were slightly 
exaggerated, thus adding a touch of hu- 
mor and acceptability to otherwise deli- 
cate subjects. Also, projecting the future 
is done much more forcibly in animation 
than it could have been contrived with 
live action photography. (13 min.) 


Silver Reel Awards 


A Better Way .. . (Business). 
Produced for Procter & Gamble by Lasky 
Film Productions. 

Intended to present to a national adult 
audience a portrait of the Procter & Gam- 
ble Co. in terms of its contributions in the 
areas of research, modern technology and 
human relations. It is designed to build 
prestige for the company and, indirectly, 
create a broader appreciation of the ac- 
complishments of the entire American busi- 
ness community. 

We have endeavored to present this 
material in a way which will have direct 
audience identification by answering a 
series of specific questions which people 
often ask concerning the company’s activ- 
ities and their impact on the lives of 
people. These questions are asked in four 
letters and this technique gives the film 
continuity and form without resorting to 
the traditional story line. It also enables 
us to tell our story in terms of people. 


If the film is informative 





teresting and warmly human, it will have 
accomplished what we set out to do. (29 


min.) 


Color Harmony for Your Home 
. « - (Business). Produced for Colorizer 
Associates by Rippey. Henderson, Buck- 
num & Co. 

The primary audience for this film is the 
American homemaker. The purpose of this 
film is to provide a solution to the decorat 
ing problems that confront most home- 
makers. Today, much confusion has arisen 
in color selection because of the great 
variety of color choices available in most 
home furnishings. 

This film creates a more thorough un- 
derstanding of the relations between all 
decorative elements ... draperies, floor 
coverings, wall paints, appliances and 
furniture. The film also acquaints the 
homemaker with the Colorizer paint sys 
tem, and specifically with the color har 
mony selector, which enables her to bring 
color harmony out of color confusion. (20 
min.) 


Your Safety First... (Business). 
Produced for the Automobile Mfrs. Assn. 
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by John Sutherland Productions. 
The purpose of this color, animation film 
is to stress to the general public the fact 
that automobile manufacturers have, for 
many years, been designing and building 
the most advanced safety features into 
their cars, and that this “safety-in-the 
vehicle’ concept is a major automobile de- 
sign and manufacturing requirement. In 
iddition to distribution via television, this 
de screened in service and civic 
churches 


and the like, throughout the 


community meetings, 


ited States. (13!/2 min.) 


44 


The Voice Beneath the Sea... 
(Economics). Produced for American 
Telephone & Telegraph Co. by John 
Sutherland Productions. 

With each forward step in world com- 
munications, the earth grows smaller and 
whole continents are drawn closer t 

jether. This film traces the establishment 
f the first physical voice link between 
North America and Europe. It is intended 
as a tribute to the thousands of people 
n both sides of the Atlantic who made 
possible the reality of this first telephone 
cable beneath the sea. The film was de 
signed for the general public. It has been 
shown in high schools and colleges and 
is available to all civic or social organi 
zations. Both this and a 13!/2 minute ver- 
sion of the film have been released in 
35mm for theatrical audiences. (27 min.) 


Milling and Smelting the Sud- 
bury Nickel Ores .. . (Industrial 
Processes). Produced for the Intl. Nick- 
el Co. by Film Graphics. 

The second in a series of educational 
motion pictures designed to tell the com- 
plete story of Intl. Nickel’s exploration, 
mining, milling and smelting, refining and 
research operations, this film focuses at- 
tention on the intricate metallurgical ex- 
tractive processes employed at the com- 
pany’s Canadian plants. To further en- 
hance the educational value of the film, 
models and animation have been used 
where live photography would be unable 


to make the wide variety of metallurgical 


processes completely understandable. The 
film is specifically intended for use as an 
educational aid by technical and enai- 
neering societies and associations, col- 
leges and universities, and industrial or- 
ganizations. In addition to its use as a 
teaching aid, it is hoped that the film will 
stimulate the interest of high school 
science students in taking up mining and 
metallurgy as professional careers. (281/2 
min.) 


The Petrified River ... (Indus- 
trial Processes). Produced for Union 
Carbide & Carbon Corp. by MPO Produc- 
tions. 

This film was made to bring to the general 
public an understanding of the explora- 
tion, mining, and processing of uranium 
and its peacetime use. (28!/. min.) 


The Sound and the Story... 
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Industrial Processes). Produced for 
RCA Victor Record Div. by the Jam Handy 
Organization. 

This motion picture was produced to dram- 
atize the care and ingenuity used to get 
a musical recording produced. It portrays 
the machinery, the specialized manpower, 
and the infinite care that goes into the 
manufacture and distribution of duplicates 


of artistic material. (24 min.) 


Under Pressure ... (Industrial 
Processes). Produced for Rutledge Drill- 
ing Co. by United Industrial Films. 

This is primarily a p.r. film for the spon- 
sor. In a dramatic way, it tells the story 
f the completion of a natural gas well 
by a new, dangerous, but extremely effi- 
cient drilling method. As the method may 
well find wide-spread application through- 
ut the world, the film has a valid story 
to tell. In this hypothetical but documen- 
tarily accurate story, we hope to fulfill the 
jJesires of our sponsor for a film which 
will provide his company with good in 
stitutional advertising and entertain and 
inform the general public as well. (23 
min.) 


New England Portrait... (Insti- 
tutional Promotion). Produced for 
N.E. Mutual Life Ins. Co. by Bay State 
Film Co. 

This was made to provide the six-state 
area with the interpretive, non-commercial 
film about itself that it needed. We also 
sought to identify our company subtly 
with the resourcefulness, wise money man- 
agement and unique flavor the area pos- 
sesses. 

@ Our 1,500 agents show the film to 
civic groups before whom they'd like to 
become known. To further identify the 
agent we produced a booklet of scenes 
from the movie with the agent’s name on 
the back for him to distribute after show- 
ings. 

@ Civic groups throughout the country 
book free loan prints direct from our dis- 
tributor with no agent tie-in. 

@ Free television showings. 

To encourage maximum usage by civic 
groups and tv stations, the commercial 
message is deliberately softpedaled. Lack 
of a blatant commercial also enabled us 


McDivit hasn’t been the same since 
he was put in charge of the audio- 
visual department! 


to enlist the support of the governors of 
the six New England states, all of whom 
have seen and enthusiastically endorsed 
the picture. 

We hope the film and booklet together 
will remind audiences that New England 
is a lovely place to visit and to live in the 
four seasons, a good place to work, and 
that New Englanders and the New Eng 
land Life are good people to do business 
with. (28 min.) 


Secrets of the Heart... (Institu- 
tional Promotion). Produced for the 
American Heart Assn. by MPO Produc- 
tions. 

A film about the nature of pure research 
and the scientists involved in this work. 

The primary purpose of the film is to 
bring to the American Heart Assn. audi- 
ence an understanding that pure research 
does not necessarily involve a_ direct 
achievement, or discovery in the common 
use of these terms. It underscores the im- 
portance of this research, and informs the 
audience of the needs of these scientists 

in terms of funds, facilities, and the 
atmosphere required for this important 
work. 

The film is to be used by professionals 
(physicians) as an aid in fund raising 
activities. The utmost care had to be taken 
in making this film, so that the integrity 
of the doctors and scientists in the film 
would remain intact. A script was pre 
pared as a mere production outline; the 
content of the film and the statements 
made therein were provided by the scien 
tists themselves. (30 min.) 


The Stylist . .. (Institutional 
Promotion). Produced for the Ford 
Motor Co. by MPO Productions. 

This film was produced to illustrate the 
care and imagination used in the styling 
of Ford Motor Co. products, and to ex 
plain the part that "dream cars” play in 
the development of new style trend 
the automotive industry. 

It is designed for a broad, general audi 
ence but particularly for those interested 
in automobiles and the importance of de 
sign in modern living. It is also intended 
to encourage young men and women t 
seek careers in this new and growing 
profession. 

In addition to its information objectives, 
this film is designed to provide 28 minutes 
of entertainment, with new color-lighting 
techniques, highly stylized settings, an 
original musical score and an _ unusual 
treatment. (28 min.) 


Natural Enemies of Insect Pests 
. . . (Natural Resources). Produced 
for the Dept. of Biological Control, Univ. 
of California by University Extension, U 
of C. 

This film was made for the purpose of 
alerting growers of citrus and related 
crops of new methods of protecting their 
crops from destructive insects — primarily 
through the use of beneficial insects tc 
control harmful species. The primary audi 





“HARBOR COMMAND” 
Starring | 
Wendell Corey 


“THE NEW ADVENTURES 
OF 
MARTIN KANE” 
Starring 
William Gargan 


“HIGHWAY PATROL” | | 
Starring | 
Broderick 
Crawford 


Previews with RCA Projector win Sponsor OK’s 


Prospective sponsors, their advertising 
agencies and TV stations make up the 
most critical audience the filmed shows 
of ZIV Television Programs have to face. 
Every screening by ZIV account men 
must be professional and perfect. That’s 
why ZIV film experts, when screening 
shows like THE NEw ADVENTURES OF 
MARTIN KANE, HARBOR COMMAND or 
HIGHWAY PATROL, use RCA 16mm 
Sound Projectors to sell their product. 


Selling, entertaining, informing, training 
... your films put across your story best 


*Reg. Tmk. of Union 


Carbide & Carber:. Corp, 


when they’re shown on an RCA Pro- 
jector. RCA engineers design every fea- 
ture to assure long-term dependability. 
Every operator gets professional results 
with simplified RCA controls and ex- 
clusive Thread-Easy film path. Brilliant, 
steady pictures .. . realistic voice repro- 
duction ... fidelity of music and sound 
effects ...all add up to the impressive 
effect you want. Induction motor stays 
silent; slower, moving parts are whisper 
quiet. “‘Stellite’’* steel pull-down claw, 
large-diameter sprockets, “‘floating” film 


Audio-Visual Products, Camden, N. J. 


guides give films kid-glove treatment. 


A demonstration by your RCA Audio- 
Visual Dealer—running your films in 
your office—gives you all the proof 
you're looking for. Call your Dealer, 
who’s listed in the Classified Telephone 
Directory under ‘Motion Picture Equip- 
ment and Supplies.”’ He’ll also give you 
your free copy of the helpful film- 
planning book “Films ... Projectors... 
Ideas.”’ Or, write for it to Radio Corpora- 
tion of America, Dept. X-000, Building 
U-283, Camden 2, N. J. Make it soon! 


RADIO CORPORATION of AMERICA 
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say it | BETTER — 
CLEARER-QUICKER with 


Oravisua 


group communication 
equipment 


WHITEBOARD 
EASELS 


replace the old- 
fashioned blackboard. 
Use large, modern 
paper pads for visu- 
alizing your talk. There 
are 21 easel models 
to choose from—one 
for every need. All 
aluminum construction. 


NEW FOLDING 
FLANNEL BOARDS 


Pull a knob and it 
folds in half for easy 
carrying or storage. 
Has an_ ingenious 
self-locking hinge. 
Available in 2 or 3 
panels. Each panel 
24" x 36". 


WORLD'S 
FIRST 
AND ONLY 
ALUMINUM 
LECTERN 


Folds up for 
easy carrying 
or storage. 
Has adjusta- 
ble light fix- 
ture. Made 
of vinyl plas- 
tic bonded to 
aluminum in 
beautiful ma- 
hogany grain 
finish — vir- 
tually ind e- 
structible. A 
portable table 
model is also 
available. 


FREE 24 page catalog if requested on 
your business letterhead. Write to: 


Promotion Dept. 


ORAVISUAL CO., INC. 


Box 609 A St. Petersburg 2, Fla. 
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ence is entomologists and citrus growers. 
Secondary audiences are secondary school 
and university science classes. (26 min.) 


A New Word for Farming .. . 
(Natural Resources). Produced for 
American Petroleum Inst. by Colburn Film 
Services. 

High school students, particularly rural, 
constitute the primary audience for this 
film. 

There is an acute shortage of trained 
persons in agriculture and related serv- 
ices. To fill current demand, some 15,000 
additional graduates of agricultural col- 
leges are needed annually. 

Organizations and individuals interested 
in agricultural progress are working to 
stimulate enrollment in land grant col- 
leges. The purpose of this film is to assist 
in this campaign. It is the third in a 
series of farm service films sponsored by 
the committee on agriculture of the Ameri- 
can Petroleum Inst. (14 min.) 


Bananas? Si Senor! ... (Sales & 
Promotion). Produced for United Fruit 
Co. by John Sutherland Productions. 


Number, please .. . 


Thousands of Parisians 
Pay For Singing Ads! 


By Maurice Bensoussan 


One would think that all the ad- 
vertising media had been fully ex- 
ploited, but it took an ingenious 
Parisian to devise a new medium 
that has become the rage of France. 

This new service, under the name 
of Telechansons, seems to have no 
limit to its popularity. 


| > Its mechanics are simple. Any- 


body with access to a telephone in 
France calls Suffren 84-20. In a few 
seconds he hears the following mes- 
sage: “Hello! This is Telechansons.” 
This is followed by an eight second 
commercial. After this comes the 
sentence: “Look in France-Soir for 
Telechanson’s daily program.” Then 
another eight-second commercial, 
followed by the name of the eve- 
ning’s song and singer, the third 
commercial, and finally the record 
of the day. 

For the time being, only three 
advertisers are permitted to sub- 
scribe to the service, and each pays 
one cent per call, on a monthly con- 
tract. 


> At first the proposal was turned 
down by the Telephone Adminis- 
tration, a government agency. Fi- 
nally, after ten years of negotia- 
tions, a trial was authorized. To 


With the general public as its primary 
audience, this film has a two-fold pur- 
pose: 1. to present visually the sponsor's 
integrated operation of banana production, 
shipping and marketing; 2. to develop the 
concept that economic interdependence, re- 
flected in free commerce and trade, be- 
tween the U.S. and middle America not 
only furnishes fresh fruit at a fair price 
to U.S. consumers, but helps improve the 


living standards of Central Americans. (14 
min.) 


Your Home As You Like It... 
(Sales & Promotion). Produced for 
Pittsburgh Plate Glass Co. by On Film. 
The stated purpose of this film was to 
stimulate among a general audience more 
interest in home decorating and moderniz- 
ing, using the sponsor’s paint and glass 
products. The film was designed to 
awaken and startle the audience, to say 
“Pay attention to your family’s needs and 
personality, but also look at the additional 
space that glass can provide and see the 
variety of colors and how they can be 
used to make your home more attractive 
and livable.” (14 min.) 


minimize expense, rather than set 
up a special installation, the ad- 
ministration looked around for a 
block of numbers that were not be- 
ing used during the evening hours, 
and found them in the lines used by 
Paris stockbrokers. 

After a few announcements in the 
press, Telechansons was in business. 
It was immediately apparent that 
the 60 lines assigned to the project 
were not enough, and the service 
had to stop until more lines could 
be obtained. 

Shortly thereafter, 100 lines were 
made available, along with more 
modern pick-up equipment. The 
service was announced to be once 
again available, and in operation 
from six to eleven in the evening. 
The response was overwhelming. 
The first day of the renewed serv- 
ice registered 13,000 phone calls, 
with nearly 2,000 of them long dis- 
tance! In addition, an estimated 
20,000 calls were turned away as 
being beyond the capacity of the 
set-up. 


> Until the technical problems could 
be solved, the hours were cut down, 
so that the service ran only from 
9 p.m. to midnight. At that, the 
daily load runs between 2,500 and 
2,600 calls. 

Plans are now under way to add 
enough equipment to handle the 
service in Paris, to expand it to 
other parts of France, and even to 
introduce it to England and Ger- 
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Audio-Visual Equipment 


A special report on what audio-visual manufacturers are producing to 


help you make more effective and more exciting visual presentations. 


What you can do in the audio- 
visual field depends entirely on the 
equipment that is available. As 
greater use is made throughout in- 
dustry, government and education, 
manufacturers are responding with 
new equipment, with new features 
and conveniences, opening up new 
avenues to the imaginative user. 

To find out what was new, AR in- 
vited manufacturers to tell us of the 
equipment they have introduced in 
the last year and a half. From these 
reports, we have selected the fol- 
lowing list. This, we agree, is not 
complete, for the audio-visual field 
is so broad and extensive that it 
would take far more space to list all 
the items that might conceivably 
come under this heading. 

In addition, there are many older 
items still on the market which, 
while ruled out of this listing, should 
be considered before making a pur- 
chase. Most of the listed items are 
described in more detail in manu- 
facturers’ literature which may be 
obtained at most local dealers of 
audio-visual equipment, or directly 
from the manufacturer. 


Film Equipment, 
Miscellaneous 


Tapes for Film Cleaning & Inspection Ma- 
chines. “FilMagic” For Harwald-type and 
Neumade-type machines; eliminate vent- 
ing of machinery and use of toxic 

tapes are ready-rollec id cut to fit on 
shafts of cleaning rolls; can be used on 


both sides, washed and re-used several 


+ > Drip ¢ cn oO =~~+ tar + ac 
imes. Price $4.50 per set of tw apes. 


Film Cleaning Cloth, “FilMagic.” Silicone 

treated to repel dust; requires no dampen- 

ing; washable and reusable after drying; 

be used also for records, tapes, other 
surfaces. Price: 12x18” size, $2. 

The Distributor’s Group Inc. 

204 14th St. NW, Atlanta 13 


Double Roller Shades for Darkening Com- 
bination ClearGlass Block Windows, 
Draper “New-Way.” Permit installation 
ver glass block windows of unlimited 
vidth; shades do not cover glass when 
ise; unit is demountable from floor 

th overlap prevents light gaps; 

f types and colors of shade cloth. 

Luther O. Draper Shade Co. 

Spiceland, Ind. 


Film Handling Gloves. Made of soft 


hemmed cuff; protect hands, prevent 

marks on film. Prices: from $3.60 
loz. pairs. 

FilmKare Products Co. 

446 W. 43rd St., New York 36 


Film Cement, F&B. For h 


permanently. Price: from 40c for 1 oz. 


VU 


lding film splices 


Film Repair & Splicing Block, F&B, Model 
A100. For repairing 35 (i 


l6mm movi 


slide films, 

ised in conjunction with mylar transparent 

splicing tape. Price: $19. 

F&B. For handling films 

rom $2.25 for 400 ft. 
Florman & Babb 

70 W. 45th St., New York 36 


16mm Split Reels, 


y ~ ric f 
n cores. rrice: Il 


Projection Lamp, Model EDK, 500-Watt. For 

movie and slide projectors, has lamp- 

less than 

wer sil 

with bayonet 

all-welded 

( ir desigr Price: $4. 
Projection Lamp, Model “Gold Top.” F 


w-contour movie Ina slide project 


struction, Zo-n r aesign ile 


rs: 


July 1957 + ar + 37 





General Electric Co. 
Nela Park, Cleveland 12 


Automatic Film Inspecting Machines. “‘In- 
spect-O-Film” Model “R” and “K-Editor.” 
etects Scotch tape splices, pins, broken 

holes, weak splices; 

projects; measures 

synchronizes sound; 
1g film defects; film 

machine (work shelf 
icer); automatic 

st machine on 
physical checking, 
2000’; 


per min. Prices: Model 


inspection 
g ); Model ‘’K-Editor’’, $3950. 
Automatic Splicer for 8mm-16mm Combina- 
tion and 35mm Film, “Splice-O-Film.” Has 
ingsten steel preset 
the right depth of 
lied pressure; 
models. Prices: 
lel B, $175. 


The Harwald Co. Inc. 
1216 Chicago Av., Evanston, Ill. 


r 


Anti-Static Solution. ‘‘Merix Rins’” non- 


ladle concentrate; keeps negatives 


4 oz 


Merix Chemical Co. 
1021 E. 55th St., Chicago 15 


Projection Lamp. 


ie 


An 


Projection Lamp. 


1s¢ le CYC. Price: $3.10. 
Radiant Lamp Corp. 
300 Jelliff Av., Newark 8 


Lecterns, Speakers’ Aids 


Portable Amplifying Lectern, “PAL.” 


f r lN-woatt 
ell ntained L1U-wa 


plyw 
whide 


ra lume control. 
A. H. Baumhauer & Associates 
Box 32, Sappington Station, St. Louis 23 


Projection Pointer, EdnaLite. Casts a 


sharply delined arrow-image at great pro 
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jection distances. Made of lightweight met 
ils, hand balanced, has feather touch 
switch. Operates on 115-volt AC current 
with transformer built into carrying case. 
Supplied with 15’ detachable line cord. 
Price: $49.50 
Ednalite Optical Co. Inc. 
200 N. Water St., Peekskill, N. Y. 


Presentation Materials 


Flannel Boards, Master-Vue Flannelgraph. 
Model MV23. Heavy duty long napped 
black flannel; maple frame and storage 
carton; 2x3’; warp and rack proof. Price: 
$10.95. 

Model MV34. Size, 3x4’, folds to 2x3’; 
hinges have knockout pins for use of two 

le 


2x3’ Flannelgraphs; mary frame and stor- 


age carton. Price: $18.95. 
Model MVS34. A single 3x4’ size; maple 
frame and storage carton. Price: $16.95. 
Visual Crafts Supply Co. 
640 N. Willow St., Kent, O. 


Visual-Aid Easel, “Optivox,”” Model 1000- 
100. Portable floor easel, with retractable 
legs which permits table-t 
working surface for securing charts with 
magnets; panel surfaced with green chalk- 

ard paint; 


measures 2!/4x29x391/2' 


legs extended; weighs 

ry tray doubles as chart 

be mounted in three yf 

r on back when not in use; eraser holder 
and storage box in back; 35"° wooden 
ointer, wax crayons, rubber bumper for 
jesk use, paper pad clamp, coil s 
pad h 


$39.95. Lamp accessory: $13.95 
$39.95. Lamp accessory: $13.90. 


pring 


lder, carrying case included. Price: 


Advance Furnace Co. 
2310 E. Douglas, Wichita, Kan. 


Projection Tables & Stands 


Projection Tables. “Pixmobile” line. Avail- 
2 or 3 shelves, 18x24"; All- 
smooth rounded edges 
pshelf, protective 3-sided 
ind shelves; or 3” ball bear 
wheels, 2 with brakes; heights 
42"’, can be used also for 
players, tape recorders, tv 
Prices: from $26.95 to $45. 


“Pixmobile” TV Table. 42’' high 


c que 


. >] 
shelf; 4 Z 


casters cking. Price: 


Accessories available: Extension 


Master Unit Combining tape re- 
corder and automatically-changing slide 
projector, this unit is designed for p.o.p. 
use. (Oakton Engineering) 


assembly; projector screen carrier assem 
bly. 
Advance Furnace Co. 


2310 E. Douglas Av., Wichita, Kan. 


Portable Projector Stand, “Safe-Lock Pro- 
ject-O-Stand” Model 203-56. Aluminum con 
struction, baked enamel finish; folds flat 
for carrying, has handle; adjustable legs 
with rubber tips screw in casting; clears 
heads of seated audience at maximum 
height of 56°’. Price $39.75. 
Arsco American Inc. 
3308 Edson Av., New York 69 


Sound Slide Film Mobile Cabinet Stand, 
Model 101A. Projector stand with 2 record 
racks, 2 drawers, one for 90 filmstrips. All 
steel, welded, heavy gauge, masonite 
covered top; 2 doors with key lock 
high, 23!/2x173" top. Price: $89.7( 


pog./U. 


Sound Slide Film Projector Stand & File 

Cabinet, Model 45-19. Mobile cl I 

projector stand; 2 shelves; 

with casters. Filing cabinet f 

and 50 records in rack, 

n lower shelf of stand; 

lock & key on door. Pric 

bination, $48.40; project 

$23.40; filing cabinet No. 45, $28.80. 

Jack C. Coffey Co. 

710 17th St., North Chicago, Ill. 


Mobile Projection Table, Model 4102. Steel 
tube with 2 platforms of 1-absorbing 
plywood, Formica tops, 

form 41" high, lower 

2 12” ball bearing wheels 


ers; brake. Maneuverable 


Folding Transportation & Projection Tables. 
Model C-402. Made of steel; helv 
top shelf 16x21", 40” 

“olds for car trunk stor 


climbs steps). Price: 


Model C-352. Same i 
platform 35!/2" high. Pri $77.50. 


heelit Sales Co. 
2223 Albion St., Toledo 


Projectors, Display 


Sound Film Projector, ““Cineducator’’ Model 
C.S.-6 for 16mm films. Mobile, mounted on 
casters; 59x29!/4,x38", witl 

in translucent screen. Ec 

jector & sound system 

fier, 6” built-in speaker, 


no 
AU 


Continuous Sound Film Projector, ‘Cine 
salesman” Model 4, for 16mm films. 
table, self-contained, 12x14x22 

with 10x13” 


screen. 


simulated tv 
Eastman Kodak systen 
“Cineducator;”’ 1200’ film 
cartridge, 2000 reel ar 
$696. 
Busch Film & Equipment Co. 
212 S. Hamilton St., Saginaw, Mich. 


Continuous Filmstrip Sound Projector, Ro- 





ae A 


Desk-top Presentation . . . One case unit 
contains record player, filmstrip projec- 
tor and translucent screen. (DuKane) 


bovision Model 2P1475. Self-contained 
35mm unit combined with Robotape (see 
Tape Recorders); 9x12’ Polacoat Lenscreen 

retract 


with externdi 


Oakton Engineering Corp. 
8225 N. Christiana Av., Skokie, Ill. 


Continuous Cabinet Slide Projector, ‘’Pic- 
tur-Vision” 55A. Portable. Automatic 


Picture Recording Co. 
1395 W. Wisconsin Av., 
Oconomowoc, Wis. 


Continuous Sound Film Projector, ‘’Conti- 
movie” Model 609. Portabl 


Van Der Schalie Corp. 
347 Madison Av., New York 17 


Projectors, Filmstrip 


Sound Filmstrip Projectors. ‘‘Audioscope 
I", portable. Record player has 


3-t1 
0-lUul 


anastigmat lenses. Price: $89.5 
“Audioscope II", portable. 
I em & transcription player; 


igh gain amplifier; 





, eye, 
‘eR Rita: 


When the “Signs’’ are Right.. 
YOU GET RESULTS! 


Signs by Texlite get results because they are 
designed right to deliver maximum sales punch 
.. they are built right to give long service with 
minimum maintenance..their quality reflects 
the pride you have in your own product or serv- 
ice. Select your own sign material: porcelain 
enamel or plastic or combinations of the two. 
Or consult with Texlite’s experienced design 
staff for sign designs that do the best selling 


job for you. 


See How Others Have Used Signs by TEXLITE to Gain 
Sales Objectives .. This 20-page, beautiful full- 
color booklet shows 101 signs built for some of 
the nation’s most sales-minded companies. 


Request your free copy on company letterhead. 


Builders of 
Quality Signs 
Since 1879 


3307 Manor Way 


Dallas, Texas 


Offices in Principal Cities 


BIG SAVINGS ON 
TABLOID PRINTING 


Many of America’s biggest companies 
have discovered this way to exciting 
savings on Tabloid-size printing. High 
quality, fast, one to four colors. Ideal 
for flyers, promotion pieces, catalogs, 
bulletins, etc. Send specifications for 
prices. 


SOUTHERN FARMER, INC. 


P.O. Box 509, Montgomery, Ala. 


ak 
a 


FREE illustrated brochure has 

hundreds of original ideas for} Write for FREE 
reasonably priced solid bronze}| Brochure A 
plaques — nameplates, awards,} For trophy medal 
testimonials, honor rolls, me-]| cup ideas ask for 
morials, markers Brochure B 


INTERNATIONAL BRONZE TABLET CO., INC 


Dept. A-57, 150 West 22 St., New York 11 
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Packaged Projector . . . One case con- 
tains everything but the screen for 
(Audio-Mas- 


showing sound filmstrips 
ter) 


Audio Master Corp. 
17 E. 45th St., New York 17 


Multi-Purpose Specialist, Filmstrip & Slide 
Projector, Model 724. Can be used seven 


ys lL. Singie-Irame 


Bell & Howell Co. 
7100 McCormick Rd., Chicago 45 


Sound Filmstrip Projection Table Viewer. 


Flip-toy ‘ né ightweight (13? 


DuKane Corp. 
St. Charles, Ill. 


Sound Filmstrip Machine, Model D “Pic- 
turephone.” Lightweight (11 lbs 
113/gx12'/ox73,". Lid 
with shadow-box. Uses 
extended play rec 
150-watt proje 
Made 


ver-table 


especially for 
sets up in 1 1/2 min. Price: $129. 


O. J. McClure Talking Pictures 
1115 W. Washington Blyd., Chicago 7 


Projectors, 16mm Motion 
Picture 
Motion Picture Projectors, Filmosound Spe- 


cialist Series 385. Single-case, forward 


reverse with still picture clutch; vital 
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parts sapphire jewelled for longer life; 
straight-line tical system; all-gear drive; 
1ounted arms; heat filter accessory; 
amplifier, 8'° speaker which can 
table case, 2"’ coated super 
1000-watt lamp, 200 ca 
impedance, extra speaker 
Model CR with 


$494.95; Model 


speaker in separate case 


speaker 


BR3 with 12’, 25-watt ; 
separate case, $644.95. 

Motion Picture Magnetic Recording Pro- 
jectors, Filmosound Series 302. Single-case 
with similar operational features 

385, but without jewelled 

recording mechanism, transist 

can be used as p.a. system. Prices: 
E with built-in 8 


speaker 


speaker 
M 
case, $814; odel D3 with 12”, 25-watt 
power speaker in separate case, $884. 
Motion Picture Magnetic Optical Projector, 
Civilian JAN Series. Built t 


ifications, now available { civilian use. 


military spec 


system for 
extremely 


change- 


Bell & Howell Co. 
7100 McCormick Rd., Chicago 45 


Sound Projector ...Typical of new clean 
look in equipment is this two-tone 16mm 
projector. (Bell & Howell) 


Motion Picture Projectors, Kodak Pageant 
Sound Projectors. Model AV-074, single- 
case, forward-reverse, permanent lubrica- 
tion, corner-to-corner 


image sharpness 


with built-in ‘‘field-sharpening’ 
Super-40 shutter for 40% more 


mination 


element, 


shock absorbing spr 
protect film, single switch reversing; has 
/-watt amplifier, 8 Lumenized 


lens, 750-watt lamp, 1600’ reel; AC/DC. 


speaker, 2" 


Price: $459. 


Model AV-1 54-S. Same 


with 15-watt amplifier, AC. Price: $469. 
Model AV-154. Same as AV-074, but 
with 15-watt amplifier, 12’° speaker, AC; 
two-case model. Price: $545. 
Motion Picture Magnetic Optical Projector, 
Kodak Pageant. Model AV-104M, incorpo- 
rates Pageant projection features (see Mod- 
el AV-074) with special magnetic head for 
adding magnetic sound to films; auto- 
matic erasability; phonograph and mi- 
crophone inputs make mixing of voice and 
music possible; can be used as p.a. sys- 
tem; has 10-watt amplifier, 8" 
single case. Price: $795. 
Eastman Kodak Co. 
343 State St., Rochester 4, N. Y. 


speaker, 


Motion Picture Projector, Movie-Mite, Mod- 
el C-400. Designed for small (up to 100) 


audiences. Lightweight (29 lbs.), portable; 
all parts, including desk-top screen, as- 
semble into one 8x1l1!/2x15!/2"" case; has 
6 speaker, 4-watt push-pull miniature 
focal length lens, 2000’ 
capacity, 400-watt bi-plane filament lamp; 
AC/DC; tv type 91/2x123/," 
automatic safety switch for damaged film; 
oilite bearings 


rice: $298.50. 


tube amplifier, 2°’ 
screen; new 


reqiiire VC linhricatio 
require n iupricanion. 


The Harwald Co. Inc. 
1216 Chicago Av., Evanston, Ill. 


Portable Carbon Arc Motion Picture Pro- 
jector, “Porto-Arc.” Can be used for per- 


manent installation or disassembled and 
f 


-arried in five cases; has Super-40 shutter, 
25-watt amplifier, 10’° cone 
speaker with 6-ohm impedance, 2000’ ca- 


choice of 


j 


21/2" lens, 
additional speakers 
total weight, 199 lbs. Price: 
Radio Corp. of America 

Camden 2, N. J. 


Motion Picture Repeating Projector, Movie- 
matic Model 6, with Built-In Screen. Port 
able, designed as a selli ol, continu- 
peration with automatic rewind; 
25 lbs. loaded with film; safety 
switch Alnic« 


speaker; 800’ reel capacity. Price $498. 


prevents film damage; 
Technical Service Inc. 
30865 Five Mile Rd, Livonia, Mich. 


Projectors, Slide 


Roll Film Color Slide Projector, “Ansco 
Dualet.” Portable. Projects 214x214," 
35mm, bantam and super slides; 6x13x8", 

In a unique optical system, an 
aspherical condenser collects light from 


300-watt projection lamp, transmits _ it 
through a triple-element coated projection 
lens; has helical mount for lens focusing; 
transparencies heat protected by heat- 
absorbing glass barrier & motor blower. 
Built-in storage for 40 slides, cord, carry- 
ing handle. Price: $39.95. 
Ansco, 
175 Clinton St., Binghamton, N. Y. 


Slide Projectors. Argus 300 Series. New 
bright projection wide angle lenses, dual- 
airflow cooling system, easily accessible 


“Slide Edi- 


lamp and condenser lenses; 





Dual Projector . . . Handling both 2x2’ 
slides and 214x2!/4"’ transparencies, this 


points up trend to larger slides. (Ansco) 


oe 
cluded. 

Standard model. 

automatic 

Price: $39.50. 

Automatic model. \V 

magazine and carrying case. P1 


Remote control model. 


Argus Cameras Inc. 
Ann Arbor, Mich. 


Automatic 35mm Slide Projector, “Robo- 


Bell & Howell Co. 
7100 McCormick Rd., Chicago 45 


Projection Table Viewer, 
for 35mm 2x2” 


Model C.O.C. 
slides. 


Camera Optics Mfg. Corp. 
101 W. 47th St., New York 36 


Color 35mm Slide Projector, Kodak 300. 


Eastman Kodak Co. 
343 State St., Rochester 4, N.Y. 


Automatic Slide-Sound Projector-Tape Re- 
corder Combination, “Maestro II.” 


sists 


capacity, 500-watt, 35mm projector; one 
track of tape recorder can be used for 
sound recording, the other track for re- 
rding of synchronizing signals to time 
slide presentation. The recorder can 
used in standard manner, while the 
projector can be operated separately by 
remote control. Price: approximately $500. 
Automatic Slide-Sound Poajocter, "Maestro 
I.” Similar t ‘Maestro II,” but with 


Price: 1pproximately 


LaBelle Sales Corp. 
Oconomowac, Wis. 


Color 21/4x21/, Slide Projector, Realist 


slides; 


Realist Inc. 
2051 N. 19th St., Milwaukee 5 


Combination Slide & Tape . . . One-case 
unit changes slides on automatic signal 


from tape which carries commentary 
(LaBelle) 


Automatic 35mm Color Slide Projector- 


Viewer, Tel-A-Story “Junior.” 


Tel-A-Story Inc. 
523 Main St., Davenport, la. 


Automatic Slide Projector. 


5 


TelePrompTer Corp. 
300 W. 43rd St., New York 36 


aaneanate 35mm Slide Projector, “Instruct- 
o-matic.” 500-watt with P 


SAME DAY 


Slide 


SERVICE! 


on all types 
including color! 


ADMASTER is New York’s top 
resource for any and all types 
of slide preparation work. For 
every type projector... black- 
and-white or color... one-of-a- 
kind or large runs. Put Ad- 
master’s “know-how” to work 
for you ...no charge or obliga- 
tion for technical assistance. 


FREE BOOKLET containing 
price lists, ideas and how-to-do- 
it information on more than 200 
photostatic, photographic and 
slide services available at Ad- 
master. Write or call: 


Admaster 


adi ee Oe 
1168 6th Ave., N. Y. @ JUdson 2-1396 


e. WHERE? 


. right here in mid- 
a America, that’s where! For 
fast, sharp, sell-packed 
TV spots, slides, sales and 
training visual aids call 
Kileen. Full time staff—time 
saving teamwork gets your 
job done under one roof. 


SEND TODAY for Kileen 
“Kutie of the Month” plus 
“Foto-Facts” FREE 


kileen studios 


235 East Orchard Dept. 202 
Decatur, Illinois 


ae Post Card |. 
ww 4 Serer 2 


Conn. 


Free Sample 


M. E. MOSS & CO. 


119-E Ann St. 


Hartford 3, 





for ONLY $14.25 each 


Just send empty package with Ref . 
check and indicate view desired. 
Delivery within one week! 4 


NUZART Sewice BOX 200- scented ue 
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mmr 


‘announcin; 


THE QUALITY COLOR SERVICE TO THE TRADE 


Dye Transfers + Color Processing 
Type “C” Prints 


COLOR 
CORPORATION *: 


OF AMERICA i 


sofia building ‘a 
43 w. 61st street “ 


New York 23, N. Y. © JUdson 2-4355 


COLOR CORPORATION OF AMERICA 
Sofia Building, Columbus at 61st 
New York 23, N. Y. 


Put me on your list for your new, free 
32-page information and Price Catalogue. 


Name 

Fi 

Position 

Address 

a cei 


‘SQUARE? 


we 





. dealing, that is! Adver- 
tising photography, film spots, 
slides, visual sales and 
training kits delivered when 
promised ! Full-time staff 
teamwork plus one-stop service 
(Art Director, photography, 
processing ). Fair prices — fast 
action — no goofs. 


SEND FOR FREE “Foto- 


Facts” and Kileen “‘Kutie of 
the Month” 


kileen studios 


235 East Orchard Dept. 203 
Decatur, Illinois 


GIRLS!! 


’ ADD SALES-APPEAL 
TO YOUR ADVERTISING 


Write for illus- 
trated brochure of 
low cost ‘Pin-Ups 
for Advertising." 


diab) 
aL) 


DALLAS 19 
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$119.50; 

automatic timer, $24.50. 
Viewlex Inc. 

35-01 Queens Blvd., Long Island City 1 


changed. Price: 
cord, $4.95; 


remote control 


Projectors, Opaque 


Opaque Projector, Model 3520. 1000 watt 

bulb; built-in pointer; belt holds material 

to be projected; blower holds small objects 
to belt. Price: $339.50. 

American Optical Co. 

Buffalo 15, N. Y. 


Transparency, Opaque and Table Pro- 
jector, All-Purpose “Transpaque II.” Con 
sists of projection head, transparency light 
box, opaque light box, opaque base and 
lenses from 4” to 40° which permit use of 
any screen size at any distance; permits 
back-of-room and lighted room projection; 
10x10” llxll” 


opaque copy; ground glass on projection 


projects transparencies, 


head allows rear projection; opaque pro- 

jector accepts copy 3” thick, adjustment 
can be made for thicker objects. 

Projection Optics Co. Inc. 

330 Lyell Av., Rochester 6, N. Y. 


Record & Transcription 
Players 


Sun-Powered Radio-Phonograph. Uses 48- 
cell solar battery; on sunless days solar 
cells can be activated by two floodlights; 
init also has six standby batteries, re- 
chargeable in the case by any light 
source; seven transistors are used instead 
f tubes; plays 45, 33 and 16 rpm records. 
Prices: transistor radio, $69.95; lifetime 
sun power pack, $185. 

Admiral Corp. 


1191 Merchandise Mart, Chicago 54 


Transcription Players with P. A. System. 
Model A-M #82. 


4 speeds; 9$-watt 


Detachable 8” speaker; 


ampilifi separate vol- 
ime control for microphone; 
microphone & earphones, extra jack 

additional speaker. Price: $84.50. 
Model A-M #81. Detachable 8” speak- 
speeds; 4-tube amplifier; microphone 

jack for p.a. : g 

Portable Transcription Disc Shawn. Model 
A-M #80. 4 speeds; high-gain amplifier; 


: $4 


special jack 


50. 


9‘ speaker. Pric 4.5 


Serteite Record Players. Model A-M +47. 


C ) oY > . re ‘tance 
444i © 4 t GkReEIS; reEiuciance 


Self-contained Phonograph 
batteries and 
weight unit 
(Audio-Master) 


Using 
light- 
anywhere. 


transistors, this 
plays records 


cartridge; 4-watt output; jack for ear- 
phones. 

Model A-M #48. 6” 
er; Collaro motor; automatic shut-off. 
Transistorized Portable 
“Buton.” 
13x11x5"; 


3 speeds; 


speaker, 4” tweet- 
Record Player. 
German import. Carrying case 
6-volt battery-operated motor; 
jar-resistant. Price: $89.50. 
Audio-Master Corp. 


17 E. 45th St., New York 17 


Portable Music System, Baumhauer High 
Fidelity Master, Series 300-1. Separate 
turntable & speaker cabinets, 21x34x19", 
with handles & casters; 4 speeds; plays 
10-watt ampli 
fier; FM-AM, tape recorder, microphone 


jacks; recording characteristic switch; 12’ 


records & transcriptions; 


co-axial speaker; magnetic pickup tone 
arm; storage space. 
A. H. Baumhauer & Associates 


Box 32, Sappington Station, St. Louis 23 


Portable Record & Transcription Players. 
Models VP17, VP17X. Can be used as p.a 
system; variable speed control, instant se 
lection of 4 speeds; 12’ detachable speak 
er. VP17 has 5 tubes, VP17X, 6 tubes, 10 
watt amplifier and magnetic cartri 
Prices: VP17: $168.10; VP17X: $181.90. 
Portable Record Players. Model VP12. Can 
be used as p.a. system; detachable case; 
microphone input; 4 speeds, 12” speaker; 
5-watt amplifier. Price: $119.50. 

Model PES. Built-in 6x9” 
speeds; 3 tubes; 3!/2-watt amplifier. Price: 
$86.50. 

Model PE3. Built-in 6". speaker in 


able case; 


speaker; 


letach 
3 speeds; 3 tubes; 
amplifier. Price: $62.90. 


1Y/p-watt 


David Bogen Co. Inc. 
29 Ninth Av., New York 14 


Phonograph, Model No. 900. 3-speed with 
6x9" speaker, push-pull amplifier, cente! 
balance tone equalizer; in leatherette 
case. Price $84.50. 

Hamilton Electronics Corp. 


2728 W. Pratt, Chicago 


Turntables. Record Players Presto T-2 and 
T-18; Professional Transcription Turntable 
Presto T-68. 3 speeds; 4-p« 


tors; retractable 45 rpm adapter 


le inducti 


control levers select speeds 


mechanism. T18H and T68H have 
sis synchronous motors. Price 
T-18, $75; T-18H, $131; 768, 
$170. 
Disc Recorder. Presto K-11. For mic 
1nd regular recording. Portable; 3 speeds; 
and playback amplifier; 
with turnover cartridge; 
phone & radio connections; 
phono & microphone volume 
rding equalizer; hysteresis 
notor. Price: $495. 
Presto Recording Corp. 
P. O. Box 500, Paramus, N. J. 


Screens 


Slide & Movie Projection Screen, Da-Lite 
“Silver King.” Has octagon screen case 


for better protection of fabric and 





STERE-@©@-CARD 


helps solve a tough sales problem 





Magnetic & Optical Sound Tracks .. . 
Two sound systems are built into this 
projector, making it possible to add your 
own commentary. (Eastman Kodak) 


ingement; case han 
leaving 

ised for 

und color motion 

40x40” size, $35.95. 

Da-Lite Screen Co. Inc. 

2711 N. Pulaski Rd., Chicago 39 


Projection Screen for Daylight Use, Len- 
screen °625". 


bh 


ey 
iS 


Screen Materials for Daylight Projection, 
Lenscreen Sheet Materials. 


"pany. Why 
d of hid. 
i er for ti 
le & ; Pe aie, Right 
CUL Size. oy cs seen, with 
Polacoat Inc. de into ¢!), 


9750 Conklin Rd., Blue Ash, O. 


Projection Screen-Flannel Board Combina- 
tion, “Du-All Classroom” Screen. Has 


} for pr 
SiGe 


cost kit that includes a folding 
viewer, a slide card with six sets 
of 3-D pictures, a 12-page idea 
book, and mailing envelope. 
see” eiee monee, ow would you show hun- — Pyoesn’t Armstrong’s case sug- 


dreds of thousands of gest a solution for YOUR sales 
scattered prospects a choice of or promotion needs? 


6 different floor coverings—just 
as they look in actual rooms? 


rider 


If you have a product that’s 
hard to carry—that has decora- 
tive sales appeal—or requires a 
direct, brief-as-possible demon- 
stration; if you have a product 
that must be shown by large 
numbers of salesmen, take a tip 
from Armstrong. Let us show 
Shipping Containers STERE-O-CARDS are provid- | you how STERE-O-CARD can 
ing this sales stimulant, with its boost sales for 

decorating suggestions, in a low- your company. 


Armstrong is doing it, on a na- 
tional-coverage basis—with full- 
color, three-dimensional slides 
in a compact viewer set that’s 
economical enough to use as a 
customer giveaway! 


Radiant Mfg. Corp. 
2627 W. Roosevelt Rd., Chicago 8 


16mm Film Shipping Cases. Fiber 
ty from 1 to 4 reels, 4 t 000’; 


400’ and l-reel cases; leather handle Armstrong Shows ‘em, Tells 'em 
5 a ee eee and Sells ‘em with STERE-O-CARD 


oo. 


& Rec 


ices: Size 12!/2.x12!/.x] $2.50; size Write today— 


Filmstrip ord Shipping Cases. Fi! 


164/2x164/ox1%/g $2 


Salon Print Mailers. Fil er with 2 straps | FO RT P i E R x E H N Oo u ST R i — Ss 
ind handle; from 1 1/4" to 4” deep. | Box 2147, Fort Pierce, Fla.— Phone: Fort Pierce 3600 
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Slide Viewer . Self-contained unit is 
adapted to presentation of slide story 
to individuals or small groups. (Camera 
Optics) 


Recording Tape Shipping Cases. 


Excelsior Fibre Case Co. Inc. 
132 W. 14th St., New York 11 


Reels & Imprinted Cans, “Economy” series. 


Goldberg Brothers 


P. O. Box 5020, Denver 1, Colo 


35mm Film & Filmstrip Containess. “Poly- 
Cons.” t , 


Richard Mfg. Co. 
5914 Noble Av., Van Nuys, Cal. 


Motion Picture Film es Cases, Round 
“R” Series. V 


é 000’: 


lrames. 

Non-Vulcanized, round “RN” models with 
telescopic 
weights 


each 


construction. 


Wm. Schuessler 
361 W. Superior St., Chicago 10 


Sound Equipment, 
Miscellaneous 

Portable P. A. System, “Redcap” Model 
RC1001. 
18 lbs.; ‘ 
flashlight batteries; has 


1 


Built into attache 


t 15,000 s response; 
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Power Megaphone, Transistorized, Model 
GV 20V. Powered by flashlight batteries; 
$179.50. 

Antrex Corp. 
134 N. LaSalle St., Chicago 


Tone Reproducer for Background Music, 
“Tefifon.” Provides up to eight hours 


has up to % mile range. Price: 


+ 


Ol 


time; the s 


Audio-Master Corp. 
17 E. 45th St., New York 17 


Sound Adapter, ‘Cinesone.” 
] bs its all 8mm or 16mm 
rding and playback 
amplifier, directiona 


aii 


matic ‘‘sul 


Cinesone Div., Federal Mfg. 
1055 Stewart Av., Garden City, L.1., N.Y. 


Continuous Projector . . . With built-in 
translucent screen, film can be repeated- 
ly shown in display or at p.o.p. (Tech- 
nical Services) 


Microphone, P. A.-General va Model 
951. Crystal, cardioid i 


(S0-11,000 cps). Price: 3.50. 


P. A. Loudspeaker, Model 847 Compound 
Diffraction Projector. Exc« 
rith wide 


ma 
ima 


range; 


Electro-Voice Inc. 
404 Carroll St., Buchanan, Mich. 


Tape Recorder Microphone, Model X203, 
Crystal type. Tenite-] case, 20z. weight; 
100 to 7,000 cps response; omni-direction- 
11; element shielded microphone, low hum 


pickuy 


> 


high impedance. Price: approx. $8. 
Omni-Directional Microphone, Dynamic, 
Model D301A for hand or stand use. Pre 
raiuminum case 


“Slide 


40-1° 


directional; 50 ohms 
$130. 


impedance. Price 


Elgin National Watch Co. 
Electronics Division 
2435 N. Naomi St., Burbank, Cal. 


Briefcase Conference Recorder-Transcriber, 
“Walkie-Recordall.” Battery-powered; uses 
a permanent, jeweled-tip stylus for record- 
ing, continuous up to four hours, on non- 
flammable, safety-film belts, costing 3c per 
hour; recordings are permanent, non- 


magnetic, non-erasable; can be filed or 
mailed; records automatically by voice 
or by knob or remote foot con 

lt-in provision permits ex 


erything 


udspeaker; jack for ear 


except spoken 
idspeaker; groove- 

$450. 
Miles Reproducer Co. Inc. 
812 Broadway, New York 3 


Tape Recorders 


Magnemite Portable Tape Recorders (6 
models). Spring-wound motors (30 minutes 
single winding); dry battery-operated 
i (100 hrs. eration); weight 
size, from 1] > to [izlGs7’; 
16, 1%/g, 334, 7, 15 ips 
tracks. Retail 

ran $496.50. 
mn Speed Magnemite Portable Tape Re- 
corders. (tw odels). Same as above ex 


from $412.50 t 


ur different speeds: 


5 ips. Retail 


Amalie Corp. of America 
398 Broadway, New York 13 


Butoba ~— Recorder, Model TPR 2. Bat 
ttable tape recorder with 

t Can also be elec- 

12x14x434""; weight 
l7/g ips. Has 


O1S; Te 


Audio-Master Corp. 

17 E. 45th St., New York 17 

Specialist Portable Tape Recorder, Model 
300S1. Lightweigh ttable tape recorder 
featuring fou eakers, three-motor drive. 
Has automatic 
. Price: $299.95. 
Model 775G. 

jelity tape recorder with 


pause lever, 


Portable Tape Recorder, 


monitor 


sator. Accommodates 


and earphone 


Portable Tape Recorder . . . With con- 
venient carrying handle, this unit fea- 
tures piano key controls. (Bell) 





Hi-Fi Tape . . 
volume 


. Compact unit has needle 
indicator, footage counter, 
jacks for radio and microphone. 
tron) 


and 
(Pen- 


for dictation and transcript 

and 334 ips. Price: $189.50 

Vertical Rack Mounting me Recesder. 
Model 787A. Specially design 

high-fidelity 


three-motor 


corder for 
tortion-free 
tronic braking; 
button control 


14x19” 


=} NOUNHnG 
cliai moun 


frame 


Bell & Howell 
7100 McCormick Rd., Chicago 45 


Play-Mate oa 
Models). Thre« 


tors; electro-a 


— Recorders (3 


lective 


toc me 
ouch cont 


with stereop 
$224.95; model 


set heads 


Porta-Pair Stereo System, Model 302-D. A 


sk 
auenenhh nic tape rrice: IIs 
Stereophonic Model 305-D. 


Se ons oem civ ainsi 
Matching speaker-amplifier and stand-u; 


Seinatitee, 


cabinet t 
Price: 
Bell Sound Systems Inc. 
555 Marion Rd., Columbus 7, Ohio 


Tapak Newscaster 


Spring-driven, self powered 


Simplex 


with speed-check 
ips; range: 35-40 
cps. Price: $386 

Tapak Duplex 


Sp ring-powered 


Newscaster 


electric tape 
I, watt 
speaker 


p.a. system 


1 ; Nn ANNG 
db; response 100-9,000 


Tapak Triplex Weweuntes Recorder, 

as above with the addition of a VU met 
and 600 ohm 

preamplifier for 


tapes to line at 


Broadcast Redinaant Specialties Corp. 
P. O. Box 149, Beacon, N. Y. 


Recorder. 


Recorder. 


Educorder Dual, Model M-6A. Dual chan- 
nel tape recorder combining the features 
of two within one 
Two separate channels; two 


tape recorders case. 


independent- 
ly operated amplifiers 


and _ record-play- 


33/4 ips; 
3 of each channel (or 
16x12x10”; 


chronizer for 


erase heads; speeds, 71!/2 and 
for separate monitorin 
simultaneous); 


40 lbs.; built-in sync 


weight, 
audio- 

Educational Laboratories 
1048 Potomac St. NW, Washington 7 


Robotape, Model 2V1180. Continuous 


playback unit using 


tape 


Inimation 
Price: $139.50. 
Oakton Engineering Corp. 
8225 Christiana Ave., Skokie, Ill. 


Mercury Tape Recorder, Model NL-l. Two- 


tary contr 


Challenger Tape Recorder, 
Same as above but wit] 


Model NL-2. 


Tape Recorder, Model NL-3. 
ve but with illuminated V-U 


Aristocrat 


Pentron Corp. 
777 S. Tripp Av., Chicago 34 


Portable 


+h.f 


Recorder, Model 


Tape SR-27. 


Presto Recording 
Paramus, N. J. 


The Congressional Tape Recorder, Model 


} th-f 


BUSINESS FILMS 


you 
shoot ’em 


| 


You can get a 400’ 16mm color film 
for under $1000 when we supply the 
know how and do all technical work. 


SEND FOR FREE BOOKLET 


“How to Make Low Cost Busi- 
ness Films.”’ No obligation, 
no high-pressure follow-up. 


TELEFILM 


a leading 16mm motion picture 
technical service since 1938 


6039 Hollywood Blvd., Hollywood 28, Calif. 


You Get Things Done With 
Boardmaster Visual Control 


BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 


Facts at a glance — 
Money, Prevents Errors 


Simple to operate — 
Cards, Snap in Grooves 


ideal for Production, 
Scheduling, Sales, Etc. 


Made of Metal Compact 
Over 150,000 in Use 


Complete price 549° including cards 


FRE 24-PAGE BOOKLET NO. R-100 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street © New York 36, N.Y. 


Saves Time, Saves 


Type or Write on 
Traffic, Inventory, 


and Attractive. 
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The Legislator Tape Recorder, 
7TRC1. Orthophonic 


lette tape recorder, with push-pull audic 


Model 
high-fidelity conso 
itput system, pilot light, provision for 
external speaker, on-off switch interlocked 
Price $279.95. 
RCA Victor 
Camden, N. J. 


prevent spilling tape. 


Tape Players, 
Miscellaneous Equipment 
Long Life Fluids. Magnetic recording head 
eaner and lubricant. Price: $1.50. 
EMC Recordings Corp. 
806 E 7th St., St. Paul 6, Minn. 


Alonge Tape Splicer. Recording | 


instrument with a 


Alonge Products Inc. 
163 W. 23d St., N.Y. 11 


Tape Splicer, Model SP-4. New low-priced 
tape splicing device; can be carried in 
pocket. Price: $3.50. 
Tape Threader, Model TT-1. 
save time in threading tape record 
also serves as manual crank. Price: 
Jockey Cloth, Model JCT-2. 
ording tapes; improves fidelity by 
ing and lubricatin 
Robbins Industries Corp. 
214-26 41st Av., Bayside 61, N. Y. 


Ekotape, Model 270 A. V. Designed espe- 
cially for audio-visual education, this new 
tape recorder features particularly sim- 
ple controls half-track 
heads; 6x9” oval speaker; two speed 


operation; ~ We rding level meter; 


Facts 'NTips... 


Audio-Visual Leaflets 
Offer Helpful Tips 


Many of the companies which spe- 
cialize in the audio-visual field 
helpfully act as guides to the admen 
wrestling with visual presentations 
by offering free information. 

The following literature is a 
round-up of some of the more in- 
teresting printed guideposts to come 
across the AR desks recently. 


Quick Facts 
On Free Movies 


Some quick facts 
on the possibilities 
present in the use 
of 16mm sound motion pictures are 
offered in a booklet from Associ- 
ation Films Inc., New York. 

The advantages of using industry- 
sponsored 16mm sound pictures for 
group impressions, plus helpful tips 
on how to rent or borrow a projec- 
tor are stressed in the booklet. 

In addition, some 200 films are 
listed that are available without 


charge to community groups. 
+ » « for more details circle 230, page 97 
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ae al 
Direct Viewing .. . |Iluminator with large 


lens permits easy inspection of film- 
strips. (Society for Visual Education) 


qutomatic shut-off switch; odometer pro- 
jram__s selector yeared selector control. 


Webster Electric Co. 
Racine, Wis. 


Viewers 


Automatic Hand Viewer for 35mm Slides, 
Airequipt “Ultramatic.” 20-slide magazine 
need never be opened after loading; slides 
shown automatically with push-pull han 


ile, then magazine; 


Airequipt Mfg. Co. Inc. 
20 Jones St., New Rochelle, N. Y. 


Folding Stereo Viewer, “Stere-O-Card”. 
Yardboard viewer, can be printed in three 
colors on 75 sq. in. space; lenses magnify 
114 times; uses panel of six 35mm color 
transparencies. Price: approximately $1. 

Fort Pierce Industries Inc. 


P. O. Box 2147, Fort Pierce, Fla. 


Tape Recorder 
Booklet 


The many ways in 
which a tape re- 
corder can save a 
business time and money are dis- 
cussed in a pocket-size booklet from 
Minnesota Mining and Mfg. Co., St. 
Paul. 

Each chapter of the 40-page 
booklet contains a number of sub- 
divisions explaining specific applica- 
tions in detail. 

An additional feature of The Tape 
Recorder in Business and Industry 
is a table that lists the reel size and 
playing time of each of the six 
“Scotch” brand magnetic tapes 


manufactured by the company. 
. « for more details circle 231, page 97 


Quality Movies 
Can Cost Less 


Who says Good 
Motion Pictures are 
Expensive? says 
Riviera Productions in a fact-filled 
pamphlet that quotes actual prices 
the company has charged for var- 
ious types of industrial films pro- 
duced for customers from coast to 
coast. 

Among the pictures listed are an 


Table Viewer for 35mm Film and Slides, 
“Multiscope.” For simultaneous viewing 
f mounted 2x2 or stereo transparencies 
and uncut film; magnifying lens glides 
across entire viewing area for study of 
jetails; has 25-watt lamp, internal re 
flector and “‘opalin’” glass viewing sur- 
face; extendible legs permit position ad- 
justment. Price: $49.50. 


Portable Table Slide Viewers, ‘’Filmosto.” 


For 2x2 and 214x214 slides; pair f 


Aplanatic lenses Jive ‘stereoscoy 
image, magnify four times; 2x2 viewer! 
takes automatic Airequipt slide changer 
holds 65 cardboard or 30 


slaves rOlINted 
3iaQSS mountea 


slides in built-in compartment; measures 


7\/.x6x3", weighs 21/2 lbs.; 
holds 12-20 sili 
weighs 41/2 lbs 
2x2, $18.90; 21/, 


2! 4x2! 4 viewer! 
measures 9x6!/4x4", 
ce: in green metal case 
$27.90. 
Karl Heitz Inc. 
480 Lexington Av., New York 17 


Stereo Viewer, “View-Master” Stereoscope. 
For stereo pictures taken with 
Master” camera; made of metal and pla: 
Price: $2.50. 
Sawyer’s Inc. 
Box 490, Portland 7, Ore. 


Filmstrip Viewer. S.V.E. “E-Z Viewer” 
Model EV-1 for previewing 

filmstrips. Magnifies three times; 
advance protects i 


impact phenolic 
>/DC; can be 
Price: $14.95. 
Society for Visual Education Inc. 
1345 Diversey Pkwy., Chicago 14 


eight-minute film on motion picture 
projectors produced for under 
$5,000; an eight-minute color film 
for a sliding door manufacturer for 
under $4,000; and a 15-minute color 
film on packaging for under 
$11,000. 
The pamphlet also points out that 
preview prints are available. 
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Scribble Glue On 
With New ‘Pencil’ 


Glue now comes in a pencil-like 
dispenser, for mounting paper, foil, 
etc., on practically any surface— 
glass, wood, paper, metal. Scribble 
Glue, a product of Gem Color Co., 
Paterson, N.J., is applied simply by 
“scribbling” the adhesive on, press- 
ing the surfaces together and light- 
ly rubbing down. It is reported to 
outlast three average bottles of glue. 

According to the manufacturer, 
Scribble Glue cannot stain or spill. 
It will stick until lifted off. The glue 
works well on polyethylene and 
cellophane surfaces. 44 





How to 
Get Your 


News Films on Television 


By Richard R. Krepela 
Film Director, WAGA-TV 
Atlanta 


Newspaper editors open their 
daily mail; shift through the nu- 
merous mimeographed pages of 
“press releases” and throw a large 
percentage of them away. As the 
film editor for a television station 
I, too, have a daily chore of view- 
ing filmed “press releases” — like 
the newspaper editor, I am forced 
to throw a fair percentage away. 

The basic difference, from your 
point of view, is that film is con- 
siderably more expensive than 
mimeograph paper. I know very 
little about your problems in sell- 
ing clients this kind of service, but 
I do know what makes a success- 
ful “release” because, along with 
the news department, I am one of 
those who decides whether your 
film gets on the air or not. 


> Television stations need and will 
use this type of material. A good 
film will fill out feature coverage; 
get a story before the public that 
might not be important enough to 
have a staff man track down. We 
in tv recognize and accept the fact 
that unless your client gets proper 
mention this valuable source of 
supplemental material will quickly 
dry up. 

Most stations use this fairly sta- 
ble rule of thumb: one client iden- 


UM ents: 


(2) 


When you send out your press releases on film, you want t« 


mMicik ¢ UF 


tification, either oral or visual, per 
release. This is fair and generally 
adequate “payment” for a_ good 
story. Some clients forget the pres- 
tige gained by actually being 
“news” — they want more and more 
mention. The public relations man 
is often caught in the middle since 
I am sure many realize why we 
hold the line against giving away 
our basic commodity — time. 


> Even more basic, however, is the 
question of news value. Lockheed 
aircraft is one of the few compan- 
ies that consistently make sure 
they have “news” before they send 
a film. 

Here is an example of how they 
do it. Not too long ago they took 
over a large tract of land in north- 
ern Georgia for development work 
on atom-powered airplanes. Lock- 
heed photographers supplied foot- 
age to all the tv stations in the area. 
Views of the sleepy little town near 
the proposed plant — shots of fu- 
ture workers — air views of the 
locale. It was news and they did a 
good reporting job. It was also good 
public relations. 

A large manufacturer recently 
opened a new plant in this area 
and he, too, provided a film for tv 
use. The trouble here, however, 
was that this film consisted solely 
of displays of the manufacturer’s 
products. The script merely men- 
tioned that some of the products 


e it’s in a form acceptable to television 


stations, or it simply won't be used 


would soon be made in this area — 
not one word about how the plant 
would benefit workers or help the 
economy of our area — but plenty 
to say about the fine products. We 
did use the Lockheed story but not 
the latter. 


> Some time ago Chrysler provided 
tv stations with films of Grace Kel- 
ly and Prince Rainier attending a 
ball in their honor. The couple 
drove up to the hotel in a large 
black car — almost impossible to 
identify because so many well- 
wishers crowded around. The sound 
track announcer never once men- 
tioned “car,” but of course he did 
talk about the “Imperial” ball the 
Prince was attending. Aside from 
being an example of how to make 
an oblique reference to the client, 
the important point here is that 
the story was news. 


> Style of production is also im- 
portant. The film will be used in a 
news program and it must be com- 
patible. A large auto company re- 
cently sent us a film which was an 
“announcement” of “important and 
revolutionary” developments. Act- 
ually the development was news- 
worthy and if it hadn’t been for 
the “slick” techniques of a first 
class commercial the film might 
have been used. Complete with 
fancy “wipes,” follow shots, super- 
imposed lettering, et al, this simply 
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How To Save You Dough 


Big run jobs have you on the run? Take a tip 
from leading firms and consult Carey. Round- 
the-clock operation, roll fed presses, inventory 
roll stock and sheeting equipment meet and 
service any quality demand at substantial sav- 
ings. Why wait for deliveries when you can call 
Carey Press... ask for 
Art Friedman, Sales Manager © CH 4-1000 
62 YEARS OF ACHIEVEMENT 
STATEMENT ENCLOSURES 
PACKAGE INSERTS 
CIRCULARS AND CATALOGS 
PUBLICATIONS 
REFERENCE MANUALS 
DATA BOOKS AND DIARIES 
PHOTOGRAPHIC BOOKS 
CAREY PRESS CORP. + 406 W. 31st ST. +N. Y.1 


- eo 
sence 


MESSAGE: 


USE DOT ENGRAVERS 
FOR BEAUTIFUL COLOR: 
OUTSTANDING BLACK AND 
WHITE. NIGHT OR DAY. 
DAY AND NIGHT. 


Dil Engravers, Ine. 


“600 W. VAN BUREN ST 
CHICAGO 7, STATE 2-5367 
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didn’t look like newsfilm. 

On the other hand we did use 
a film Firestone recently sent. Auto 
racing at Daytona Beach was the 
topic and the film had plenty of 
good, fast action shots. At one point 
in the film the camera, panning to 
follow a speeding car, crossed by 
a parked truck; the camera kept 
right on panning and picked up the 
speeding car on the other side of 
the truck. Who was going to spoil 
the continuity of that beautiful 
“pan shot” with a pair of scissors 

- even though the truck had Fire- 
stone painted on the side? 


> This brings up another important 
point. The tv “press release” should 
only be used to augment a public 
relations campaign; it should never 
attempt to supplant advertising. 

Here is an example of how well 
this kind of material can fit into an 
over-all plan. While building a per- 
manent suburban branch a Georgia 
bank (Citizens & Southern) put up 
a replica of a log cabin next to the 
permanent site; they called it a 
“pioneer bank” and operated from it 
for several months. Advertising in 
all media called attention to this 
unique method of providing service 
while building the regular branch. 

After “C & S” moved into the 
permanent building, the log cabin 
was given to a Boy Scout troop. 
Television stations were provided 
with films of the move and the 
happy Boy Scouts. Thanks to the 
previous advertising everyone knew 
about the temporary building and 
the donation to the Scouts became 
an interesting news story. Although 
not mentioned, people also knew the 
permanent branch was open. Sure, 
stations used the film — it was news 
with just the right touch of human 
interest. 


> I suspect some otherwise capable 
still photographer took the film for 
one of our department stores re- 
cently. The store was backing an 
interesting sidewalk promotion — 
one which could have made a us- 
able story — but unfortunately, we 
were not able to salvage a foot of 
film from the hodge-podge of un- 
related, static shots; all showing 
groups of grinning, posing, motion- 
less people. 

Many of the “press release” films 
we receive should never have been 
made in the first place. Aside from 
the outright commercials, 
simply are not newsworthy. 

On the other hand, there are large 
areas in commerce which have 
scarcely been tapped by this public 
relations tool. Colleges and univer- 
sities could do more. Auto manu- 


many 


Ten Check Points for 
‘Press Release’ Films 


. The subject must be news or 
feature material. 

. The film should be made with 
quality newsreel techniques. 

- A running script, or at least a 
fact sheet, should accompany the 
film; even if recorded sound is 
also provided. 

. Except for statements and inter- 
views by or with people ‘‘on 
camera,’”’ a recorded sound nar- 
ration is not essential. 

. Identify the subject matter on 
the film’s can and/or box. 

. Film length from one to two 
minutes — rarely longer. 

. One client mention per release 
— either sound OR sight. Most 
stations reserve the right to edit 
for sequence changes and time 
cuts but consider it ‘‘unsporting”’ 
to take out all mention of the 
film’s sponsor. 

. Send the film directly to the 
news director; by name if pos- 
sible. 

. Usage reports (return § cards) 
are a nuisance with short films, 
and many news people feel they 
should not be expected to report 
the usage of ‘‘news.’’ This meth- 
od is satisfactory for longer 
films but an occasional letter 
asking the newscaster if he is 
finding the material of value is 
a preferred method of checking 
efficacy. 

. Send films in standard form; 
either on reels and in cans (pre- 
ferred but NOT essential) or 
“tight wind.”’ Film should have 
industry standard leaders. 


facturers and Hollywood often mis- 
use the technique. Railroads with 
their peculiar public relations prob- 
lems could find more effective use 
of “news” film. The list could go on 
and on. 


> Television stations maintain staffs 
of competent news people to cover 
news in their area and I certainly 
will not imply that tv news report- 
ing should, or even could, be re- 
duced to a sterile sifting of free 
release films. 

The old “shotgun” method of 
sending out a release every time 
the plant gets a new water fountain 
is too expensive when used for tele- 
vision. You have to select your 
story, plan your coverage and use 
restraint in mentioning your client 
if you want the maximum number 
of showings. Once again — movie 
film is much more expensive than 
mimeograph paper. 44 
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oless than any other fluorescent color! 


Now, for the first time, advertisers and agencies can packaging, magazine inserts, direct mail and labels. 
use the impact of fluorescent screen color indoors. .at Ideal, too, for short-term, high-impact outdoor use! 
costs comparable to ordinary colors! Switzer Brothers IN-DOR DAY-GLO comes in the same eight bril- 
new IN-DOR DAY-GLO costs 25% less per gallon and liant colors as genuine Switzer Sunbonded DAY-GLO. 
is designed specially for use on inside displays, wall Free color guide is yours for the asking. Write Switzer 


and window banners, counter cards, price tags plus Brothers, Inc., 4732 St. Clair Ave., Cleveland 3, Ohio. 


SPECIFY Sunbonded DAY-GLO for long-term outdoor displays « IN-DOR DAY-GLO for all other uses! 





Lighting Lingo 


These terms were compiled by the Television Studio Lighting Commit- 
tee of the Society of Motion Picture and Television Engineers and are being 
adopted by a majority of the nation’s tv stations. They are for use on studio 
set-lighting layouts, for articles on lighting and for the tv broadcast industry 
in all phases of the lighting of live shows. Additional copies of this basic 
“lighting lingo” may be obtained free of charge from SMPTE, 55 W. 42nd 


St... New York 36. 


High-key Lighting—A type of lighting which, applied to a scene, results 
in a picture having gradations falling primarily between gray and white; 
dark grays and blacks are present but in very limited areas. 

Low-key Lighting—A type of lighting which, applied to a scene, results 
in a picture having gradations from middle gray to black with com- 
paratively limited areas of light grays and whites. 

Key Light—The apparent principal source of directional illumination 
falling upon a subject or area. 

Base Light—Uniform, diffuse illumination, approaching a shadowless 
condition, sufficient for a television picture of technical acceptability, 
and which may be supplemented by other lighting. 

Fill Light—Supplementary illumination to reduce shadow or contrast 
range. 

Cross Light—Equal illumination in front of the subject from two direc- 
tions at substantially equal and opposite angles with the optical axis of 
the camera and a horizontal plane. 

Back Light—Illumination from behind the subject in a direction sub- 
stantially parallel to a vertical plane through the optical axis of the 
camera. 

Side Back Light—Illumination from behind the subject in a direction 
not parallel to a vertical plane through the optical axis of the camera. 


Eye Light—Illumination on a person to produce a spectacular reflection 
from the eyes (and teeth) without adding a significant increase in light 
to the subject. 

Set Light—Separate illumination of background or set other than that 


provided for in principal subjects or areas which may be composed of 
items 3 to 8 above. 


Nielsen Charts Coverage 
Of 1957 Radio and TV 


Clear-cut facts on the 1957 cov- 
erage possibilities of both radio and 
television at local and _ national 
levels are presented in two book- 
lets from the A.C. Nielsen Co., Chi- 
cago. 

Entitled, Television Facts 1957, 
and Radio Facts 1957, the two book- 
lets contain charts and facts on the 
following: 

The Total Market 

The Advertising Market 

Potential 

Ownership Patterns 

Home Viewing or Listening 

Home Reach 

Local Coverage 

In addition, the television book- 
let includes a section of 1956 “stand- 
out” programs concerning national 
coverage, while the radio booklet 
contains diagrammed figures on the 
seasonal “out-of-home” coverage 
nationally. 


. for more details circle 222, page 97 


Brochure Lists TV Spots 
Produced for Dairies 


A variety of animated film spots 
produced for the dairy industry has 
been released by the Olsen Pub- 
lishing Co., Milwaukee. 


iSB © July 1957 


The commercials listed are in 60, 
20 and 10-second lengths and pre- 
sent a wide range of presentations 
on several milk and milk-product 
selling themes. 

Details on a list of audience-re- 
sponse materials to accompany the 
commercials are also given. 
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Store Broadcast 
Potentials Widened 


Background music, interspersed 
with commercials, can now be sup- 
plied to all stores in a community 
by FM radio, rather than being 
limited to a single chain. This is the 
result of a new device first an- 
nounced at the Chicago POPAI 
meeting by Oakton 
Corp. 

This medium, which was first in- 
troduced in 1949, is a system where- 
by music is broadcast from an FM 
radio station. At intervals, a com- 
mercial is included. A special de- 
vice makes sure that this is re- 
ceived only in locations which are 
equipped with special attachments. 
All other receivers get public serv- 
ice or station announcements. This 
system, however, limits sponsored 
commercials to a single chain of 
stores. 


Engineering 


The new Robotape mechanism is 
located in the store rather than the 
radio station. A signal from the 
broadcast studio actuates a switch 
on a tape player in each store, and 
the taped messages are sent out over 
the closed circuit. This means that 
each store can use its own com- 
mercials, which can be recorded 
centrally, or even by the local man- 
ager, in order to push a special item. 

At the end of the commercial, an- 
other signal shifts the system back 
to the broadcast music, while the 
tape player stands by for the next 
inaudible signal from the station. 

A descriptive leaflet is available. 
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Kodak Offers Booklet 
On Low Cost Films 


The happy but seldom-seen com- 
bination of a low budget and a high 
quality film is given a much-needed 
lift from a booklet for the industrial 
photographer released by Eastman 
Kodak Co., Rochester, N. Y. 

Explaining the differences be- 
tween a still picture and a movie 
production, the 76-page booklet 
outlines the _ planning, writing, 
shooting, editing, processing and 
titling of an industrial motion pic- 
ture. 

Other portions of the book are 
devoted to equipment and proced- 
ures, pictorial continuity, lighting, 
special effects, and a discussion of 
industrial applications of motion 
pictures motion and time study, 
slow motion, time lapse, micro-mo- 
tion analysis films, methods com- 
parisons, infra-red motion pictures, 
high-speed motion pictures, etc. 

Although the booklet was pri- 
marily designed to assist the in- 
dustrial motion picture’ photog- 
rapher, it can also provide the 
amateur motion picture’ photog- 
rapher with many answers to 
problems concerning film produc- 
tion. 

Profusely illustrated, Industrial 
Motion Pictures is available from 
Kodak dealers for 50c. 44 


Spot Talent Payments 
Listed in Rate Card 


Wrestling with the proper budg- 
eting of talent payments for radio 
and tv spots? A “Talent Rate Card” 
that lists minimum union scales has 
been issued by Gordon M. Day Pro- 
ductions, New York. 

Designed in an easy-to-read tab- 
ular form, the card covers approx- 
imately 90°, of all spot radio-tv 
budget situations. 

Samples are available. 
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How BAKELITE Uses 


LAR EXHIBITS 


By Russ Matthews 

Manager, Publicity & Presentations 
Section, Advertising & Public 
Relations Department 

Bakelite Company, New York 


At Bakelite Co., we have found 
that exhibits based on the “Module 
Principle” not only effectively ad- 
vertise the company’s products but 
also provide a high return on our 
investment in versatility. In order to 
appreciate fully the advantages 
offered by the module principle, let 
us analyze the requirements for a 
successful exhibiting program. 
These requirements fall generally 
into three areas of consideration: 
constants, variables, and costs. 

What we shall call constants are 
those requirements which do not 
change from one exhibit to another. 
These basic essentials include struc- 
tural work, a message header, back- 


This article is based on a speech given 
before the Natl. Assn. of Industrial Adver- 
tisers, New York chapter. 


When you get twenty years’ use out of exhibit units, you 


know you have a modular system that works effectively. 


ground, 


lighting, counter area, 
flooring, 


furniture, and_ shipping 
cases. Less tangible essentials are 
good art and copy, and eye-appeal. 

Against the background of the 
constant requirements, the variables 
quite often present the most diffi- 
cult problems. Solved properly, 
however, they can contribute great- 
ly to the success of an exhibit pro- 
gram. These variables include the 
consideration of the space available, 
the type of product displayed, the 
number of exhibits which can be 
handled at any given time, the 
amount of time available for setting 
up, and the need for providing a 
fresh, original, and appropriate 
presentation at one show after an- 
other. 

Costs involve construction mate- 
rials, labor for assembling and dis- 
assembling, special equipment, and 
shipping and storage charges. 


>» The ideal exhibit is, of course, the 
one which fully provides the basic 
mechanical essentials, still retains 
flexibility, and does so at minimum 


cost. The module exhibit has been 
developed with this ideal in mind. 

The module principle was first 
put into practice by Bakelite Co. 
about twenty years ago. Some of the 
first units are still being used quite 
extensively today. Fundamentally, 
the module principle consists of 
constructing a basic five-foot unit 
made up of interchangeable parts. 
These basic units provide the me- 
chanical essentials needed at every 
show. 

Because they may be used alone 
or in a series and because each may 
be set up in a number of varying 
arrangements, the module sections 
make possible the integration of 
both the constant and variable re- 
quirements into one unit. There is 
no need to construct a new exhibit 
for each show. 

With experience and imagination 
the units can successfully provide 
well-built and attractive exhibits at 
a minimum cost in an unlimited 
number of shows. A dollar spent on 
a module unit will truly stretch and 
bounce at the same time. Let us 
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look at one of these module sections 
and see how this versatility is ac- 
complished. 


> Module sections of this type have 
been in use over the last five years. 
The basic parts are: 


1. The end frame, shaped like a 
letter “A” with an extra cross-bar 
at the bottom. . . It stands approxi- 
mately eight feet high and is 33” 
wide at the base. The frame is con- 
structed of tubular steel which is 
pierced with a number of strategi- 
cally placed holes to accommodate 
the bolts for assembling the unit. 


2. The platform, which is five feet 
wide and three feet deep. The 
front edge is made of vinyl which is 
extremely durable and easy to keep 
clean. The platform is_ usually 
mounted at ankle height between 
the end frames by means of bolts 
and wing nuts. Objects which are 
too tall to be displayed on the 
counter. or wall frames may be 
placed on this platform. 


3. The counter frame, also of mod- 
ular width and three feet deep. 

It is usually mounted midway up 
the end frames. 


4. The back wall frame, of stand- 
ard width and almost four feet high. 

. These two frames (the counter 
and the back wall) are constructed 
of solid oak pieces which are six 
inches wide. Their most important 
feature is their ability to accommo- 
date changeable display surfaces. 
The particular surface desired is 
bolted securely into these frames. 
These changeable display surfaces 
include a sheet of Bakelite rigid 
vinyl compound perforated with a 
pattern of holes to permit mounting 
of samples. Translucent, the surface 
permits soft, evenly distributed 
back-lighting without distracting 
glare. Another display surface com- 
monly used is a grid of thin metal 
rods. Small samples can be at- 
tractively displayed in this grid with 
the shadow box effect. 


5. The header, again of module 
width. The header is extended 
forward on steel tubes from the top 
of the end frames. It carries a head- 
line message and supports the four 
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swivel 
unit. 


lamps used to 


light each 


6. The supplementary filler pieces. 
. . These are used to finish out the 
gaps in the display and impart a 
continuous, wall-like appearance to 
the exhibit. 


>A unitized system of electrical 
connections and wiring has been de- 
vised in keeping with the flexibility 
of the module principle. The basic 
unit is a distribution box that can 
be connected into 220-volt power 
supply available at convention halls. 
The distribution box provides 110- 
volt current through fuses to eight 
leads, serving multiple module 
units. The box capacity supplies 
16,000 watts and more boxes may be 
added as needed. 

Ten-foot extensions with twist- 
lock plugs distribute current to gang 
boxes at the rear of each module 
unit. These gang boxes may be 
linked to carry current in either di- 
rection. Each gang box supplies 
current to the four swivel lights 
under the header plus two plug-ins 
for additional lights. This current is 
also available to power a_ small 
turn-table which may be used in an 
animation display or a_ revolving 
panel for added eye-appeal. 


>» Additional accessories complete 
the exhibit setting. Module display 
tables which may be adjusted to 
varying heights, sectional furniture, 
vinyl floor covering are included 
among these accessories. These 
vinyl tiles, by the way, are grooved 
on the bottom surface to allow wires 
to be strung out from the unit gang 


Another Module Arrangement . 
a completely different appearance. 


New Style... 
K-frames are now 
replacing the 
older A-frames 
for Bakelite. 


boxes to table displays, special 
signs, etc. In this way, there is no 
tripping over floor wires and the ex- 
hibit area is not cluttered with visi- 
ble accessory wiring. 

Even the shipping cases which 
carry the module units from one 
show to another have been carefully 
designed. They are all numbered for 
quick and easy identification. Lined 
inside with heavy felt to prevent 
damage to the unit props in transit, 
the cases have been designed to 
carry two complete module sections 
or the frames for four of the sec- 
tions. The cases serve as handy 
closets during the exhibit extra 
equipment such as nuts, bolts, fuses, 
lighting cords, etc. are packed in 
sectionalized boxes and accompany 
each set. 


> These are the basic interchange- 
able props and accessories which 
make up the module exhibit. The 
almost endless variety of arrange- 
ments made possible by this prin- 
ciple means each new exhibit will 
have fresh interest and appeal. Even 
more important, each product can 
be displayed in a setting particular- 
ly designed to present its best fea- 
tures. Transportation, assembly, and 
use of the units in small or 
combinations are simplified. 

Since each unit is complete in a 
standard five-foot width, the size of 
the exhibit may be tailored exactly 
to get full use of the space available. 
In the past, units have been used 
singly and in combinations running 
to 100’ in length. 

Two or more shows may be han- 
dled simultaneously; recently Bake- 
lite Co. used 16 units, running 80’ 


large 


i F len ry 


. With different panel-boards, the exhibit takes on 





long, at one show and at the same 
time made available four sections to 
two customers for their use in an- 
other. Since the only “construction” 
involved in setting up the module 
sections is primarily an assembly of 
previously prepared props, time and 
labor costs are kept to a minimum. 


> As in any vigorously growing in- 
dustry, we cannot sit back and say 
of an exhibit setup such as this: 
“This is the best we can do.” While 
these “A” type sections have been 
doing their job well, we have been 
busy devising a new system based 
on the module principle, which al- 
lows even greater flexibility, greater 
effectiveness of design. A new “K” 
type unit is just beginning its career. 
By using this curved end frame, we 
obtain even greater versatility. 
Display surfaces of four basic 
shapes may be placed in any num- 
ber of vertical positions. An im- 
proved header enhances the display 
design by presenting a back-lighted 
headline message free from glare 


One-Stop Travel... 


Show Visitor Goes 
Round the World 
In Manhattan 


Walking through the four floors 
of New York’s Coliseum during the 
U.S. World Trade Fair was some- 
thing like taking a trip around the 
world. With 3,000 exhibitors from 
more than 59 countries there, one 
can get a whole host of impressions, 
most of them favorable. 

One of my purposes was to see 
whether there were any foreign ex- 
hibit ideas that were worth swip- 
ing. In this respect, I must say that 
I found the displays somewhat dis- 
appointing. In contrast to the new 
and unusual treatments, ingenious 
and elaborate, that I remembered 
from the Chicago World Trade Fair, 
back in 1950, the New York collec- 
tion was barren. 

On the other hand, the ill-fated 
Chicago venture, successful as _ it 
may have been from a design stand- 
point was, for most of the partici- 
pants, a dismal failure. Not so in 
New York, according to early re- 


and shadow. Both the header and 
the display surfaces, besides having 
the advantages of greater flexibility 
and attractiveness, are faster and 
easier to assemble, cutting labor 
costs still further and allowing time 
for setting up more elaborate ex- 


hibits. 


> Economy is the outstanding con- 
tribution of the module principle to 
exhibiting — advertising’s third di- 
mension. Modules permit repeated 
re-use of basic props and, by elimi- 
nating construction costs for each 
individual exhibit, stretch the ex- 
hibit dollar. 

Moreover, the flexibility of the 
module units allows participation in 
shows where a smaller exhibit area 
is preferred, but where costs of 
custom construction of a smaller 
unit would not be justified. In addi- 
tion to these economic advantages, 
well-designed module units provide 
the plus value: a perfect back- 
ground to display your product to 
its best advantage. 44 
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ports. Some 725,000 people, of whom 
100,000 qualified as buyers, were 
admitted, with the public spending 
about half a million dollars in ad- 
missions. And the 1958 Fair has al- 
ready been pencilled in for May. 


> But among the 3,000 or so exhib- 
its — I’m taking the number from 
the press kit, because, I assure you, 
I didn’t count them — there were 
a number worth mentioning. . 

One of the cleverest, from a de- 
sign standpoint, was an exhibit of 
La Rinascente, an Italian depart- 
ment store. It showed outstanding 
examples of fine industrial design 
submitted to a competition run by 
the store. The exhibit combined 
wrought iron stands, felt-covered 
triangular platforms, and canvas 
walls. Cylindrical lights bathed the 
objects on display, without glaring. 
Circular holes cut in the canvas 
permitted a peep in at the objects, 
without interfering with the feeling 
of enclosure. 

While I didn’t see it go up, I am 
willing to bet that it was fast and 
simple. The wall sections slipped 
over the wrought iron poles, using 


hemmed seams; the platforms bolt 
to the uprights; the lights go on 
top; and you’re in business. There 
is also a great deal of flexibility 
built into it, too. 


> The biggest splash was made by 
the national pavilions on the first 
floor. These weren’t pushing any 
one item or product, but the coun- 
try as a whole, and their whole de- 
cor could be somewhat more free. 
Also, being larger in scale, they 
could afford to devote more space 
to national characteristics. 

The Venezuela exhibit caught my 
eye, even though it was well back 
in the auditorium. I liked its light- 
ness and what I thought its special 
Latin American touch. But the lit- 
tle panel on one of the kickboards 
gave it away. It read “Designed by 
The Displayers.” Saludos! 


> But there was no question about 
the Scandinavian exhibit, just 
across the corridor. A joint project 
of Denmark, Finland, Norway and 
Sweden, the floor, just about two 
inches higher than the concrete of 
the Coliseum, was a European 
touch, and the use of wood sur- 
faces was typically Scandinavian. A 
warm, homey feeling, and don’t tell 
me it was designed and built in 
Brooklyn! 


’ One of the problems at such a 
fair is to give full play to individual 
exhibitors without losing the na- 
tional character of the row of ex- 
hibits. Some, like Tunisia, solved 
the problem by putting an attrac- 
tive wall, fretted and arched in Tu- 
nisian style, around their collection 
of booths. Or, like the French, get- 
ting a uniformity about size and 
name plates. But I felt the Japanese 
were most successful. 

In the section of scientific in- 


Fine Italian Hand . . . Red canvas and 
wrought iron attracted the eye. 
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struments, they relied on Unistruts 
and pegboard to make a construc- 
tivist, rectangular background for 
their products. With stark white 
shelves and black structural ele- 
ments, it was clean and vaguely 
suggestive of Japanese prints. 
Also very effective was the dou- 
ble row of Japanese textile booths. 
Here the unifying element was very 
simple. At the front corner of each 
booth was a vertical white pine 
plank, 8” wide, unpainted, and go- 
ing up to about 9’. At the 8’ level, 
another plank was laid on edge 
horizontally, coming out a foot or 
so, and running to the _ booth’s 
back wall. Left unpainted and un- 
finished, the rows of these pseudo- 
arches gave a definite suggestion 
of being transplanted from Japan, 
but without waste material or labor. 


> Of course, I collected a lot of 
literature, which I didn’t look at 
until I got home. Most of the par- 
ticipating countries issued their own 
catalogs, which collected informa- 
tion on their national exhibitors. 
The copy, both editorial and adver- 
tising, was prepared in the country 
of origin. 

This should serve as a warning to 
American companies who prepare 
literature for overseas distribution. 
Get an expert to do your transla- 
tion, or you are liable to end up 
with some phrases as delicious in 
French or Italian as these prize 
examples are in English: 


e These salami are “unique in 
flavor, taste and genuinity, and owe 
theor world-wide success to the 
high quality of their particularly 
meagre mixing.” 


e “Artistical working of Xmas cribs 
sets made of umbreakable mate- 
rials.” 


e “16 and 8 mm. sonoriaed projec- 
tors.” 


e “Whine production-exportation.” 


e “The above classification is not 
always equal to that of the Fair 
authorities.” 


e “As each section should have 
been fabricated in — and brought 
here for assembling the planning 
of the center was conditioned by the 
convenience for transportation and 
packaging, leading to a unit panel 
system for re-and disjointing.” 


Why, oh why, doesn’t the fair 
management arrange to get this 
copy read in advance and these em- 
barrassing gaffes eliminated. And 
watch your own translations, too. 
Here’s one case where reliance on 
your own high-school languages is 
a dangerous thing. 44 





New Uses for 
rinting Today 


Facilities Books 


The printed word is still dominant as a medium of 
communication, and is reaching into new fields, 


some of which are described here. 


By Joe R. Schoeninger 

Product Books Plans & Copy Director 
The E. F. Schmidt Company 

Milwaukee 


Not too long ago printed adver- 
tising was purchased almost entire- 
ly by the advertising manager, who 
would buy so many impressions for 
so many dollars worth of catalogs 
or stuffers or posters. The budget 
for printing, in most cases, was con- 
sidered a necessary evil. 

Times have changed. Many others 
are doing the buying today — or at 
least the planning — of the printed 
word for promotional activities. And 
new uses seem to pop up each year. 

From where we sit in Milwaukee, 
this trend is apparent with adver- 
tisers of both consumer and indus- 
trial goods. 


Employe Information Books 


> Where the ad manager or print- 
ing buyer previously controlled just 
, about all the printing a corporation 
Recruiting Books q used, today he is but one of several 
different buyers. (This is not to un- 
derestimate his importance. The ad- 
vertising manager still is key man 
savare 0 for the majority of printing we 
AND ITS DISTRIBUTORS produce.) But today we are doing 
business directly with executives in 
at least three other areas. 


1. Public Relations . . . In the past 
five or six years we have been 
called in by more and more public 
relations directors. This may have 
started with the annual report — 

: most important single publication 
Distributor Relations Books of the year, according to many ad- 
vertisers. But today the public rela- 
tions people are using many other 
printed promotional pieces in addi- 

tion to the annual statement. 


Employe Manuals 


2. Personnel Relations . . . What 
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formerly was termed a “Rules Book 
for Employes” has become a care- 
fully prepared educational edition. 
The modern orientation manual is a 
far cry from the old “You Can’t Do 
This!” type of approach. In addition 
to the orientation book, many other 
pamphlets and publications for em- 
ployes are being put out by person- 
nel people. 


3. Top Level Relations . . . Al- 
though many of the types of book- 
lets instigated at this lofty level 
come to us through the public rela- 
tions division, there are quite a few 
cases where a president or execu- 
tive vice-president will call us in 
directly. (In the old days this was 
unheard of. The printer was a low- 
ly “peddler” — if he got beyond the 
third assistant advertising man he 
was lucky.) 


> Now what kind of “literature” are 
these three groups using today to 
increase business or create good will 
or build a more loyal group of em- 
ployes or stockholders? Because in 
many instances the three areas 
overlap, we will discuss the type of 
literature and its purpose rather 
than the source from which we ob- 
tain it. 


e “Facilities books” are an offshoot 
of wartime publicity that has re- 
mained to fill an important need in 
institutional selling. Where the cata- 
log gives the nuts and bolts story, 
the facilities book tells the over-all 
picture of what the company has 
done and is capable of doing. It 
paints a broad picture of potential 
accomplishment for possible new 
users — is frequently designed for 
the military buyer (although rarely 
restricted to the military in dis- 
tribution). Facilities books have a 
clean modern design to them, con- 
trasted to the more functional cata- 
log. White space is the rule, not the 
exception. Object is to make a qual- 
ity impression in the hopes of getting 
inquiries from new quality users. 


® Product books for stockholders 
are brand new. In fact, our organ- 
ization helped create in 1956 what, 
to our knowledge, was the first 
such approach to stockholders. Our 
client’s major product was in the 
consumer field, and thus was well 
known to all the stockholders. But 
there was also a parade of industri- 
al products which the stockholder 
knew about only as names in the 
annual report. The products book 
presents the complete family of 
these unfamiliar products in such a 
way as to produce some sales indi- 
rectly — and a great deal of con- 
fidence in the company’s diversity. 


® Quarterly reports for stockhold- 
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ers are not particularly new, but 
they are becoming a more important 
factor. With thousands of new in- 
vestors seeking places to put their 
money these days, there is more 
competition than ever among cor- 
porations for new working capital. 
The quarterly report fills a 12- 
month gap between annual state- 
ments — helps both the investment 
analyst and the small investor know 
what’s going on throughout the 
year. 


® Recruiting books have come to 
the fore as America’s corporations 
compete for the best brains that 
graduate from our colleges each 
June. The modern recruiting books 
— especially those seeking research 
or engineering talent — are im- 
pressive, meticulously prepared out- 
lines of the opportunities awaiting 
young people. We have seen their 
importance boom in the past two 
years. 


@ “Vertical” books for employes are 
being published today covering 
services never before offered. Re- 
tirement plans, profit-sharing plans, 
pensions, group insurance — all of 
them are given a good send-off via 
the printed word. Many of the plans 
need explaining, and others some- 
times require quite a selling job. 
Management isn’t going to spend 
big dollars today without seeing to 
it that Gus out in the shop knows 
what’s being done for him. 


® Welcome or “lobby” books follow 
the trend of informing all areas of a 
corporation’s public. The new lobby 
book not only makes visitors feel at 
home. It does an institutional selling 
job, creating just as much good will 
as possible. 


® Distributor relations books take 
the time to show distributors — 
both new and old — just what the 
company’s policies are. The two- 
way relationship, so important to 


Could | go home, Mr. Phillips? | keep 
seeing dots in front of my eyes, 
about an 85% screen! 


both, is clearly indicated. The com- 
pany’s responsibilities and the dis- 
tributor’s responsibilities are shown 
side by side for a most effective 
presentation of the need for team- 
work, 


> These have been some of the 
newer types of printed promotions 
we as creative printers and lithog- 
raphers have helped plan and pro- 
duce. In every case, contemporary 
design has played an important role 
in these pieces. A new generation 
of customers, stockholders, em- 
ployes, distributors, and future em- 
ployes wants to hear what the ad- 
vertiser has to say. This new gen- 
eration admires modern cars, mod- 
ern homes, modern furniture. Old 
style design, ancient typefaces, 
stuffy copy approaches — all leave 
them cold. To appeal effectively to 
all these areas, modern planning, 
modern design, and modern writing 
is required. 

Those of us in the graphic arts 
professions are of course delighted 
that so many new users are finding 
new ways of using our product. We 
are thrilled to take part in this new 
philosophy of what well-planned 
printed communications can do in 
so many different directions. It has 
been a challenge that we feel will 
continue — as long as there are 
fresh vigorous minds in US. private 
management, which should be a 
long, long time. 44 


Overlay Aid Makes 
Separations Easy 


Morlex Overlay Film for color 
separation of artwork is described 
and sampled in a new folder from 
Morley Associates, Mt. Vernon, 
N. Y. For hairline registration for 
one or more color separations, the 
film is simply placed over artwork 
and secured in place with tape. 

With a sharp knife blade the 
artist then cuts through the amber 
film around areas where color is 
not needed, and peels the film from 
its frosted plastic backing. 

Registration marks can be drawn 
in with ordinary India ink if de- 
sired. The remaining amber film 
will photograph solid black, yet 
permits complete visibility for work, 
regardless of the number of color 
separations. 

A sharp knife or blade is the 
only tool required, says the com- 
pany. No inking in or chemicals are 
needed. Completely waterproof, the 
film will not shrink or stretch, ac- 
cording to description. 

Additional details are contained 
in the folder. 


+ « + for more details circle 212, page 97 





how to get 
practically 
a free ride 
in the 
mail 


... with lightweight, eye-catching 


KAGLE-A TROJAN ONION SKIN 


Here’s a tip for all users of direct mail! For colorful mailing pieces that save on postage, 


use envelope enclosures printed on Eagle-A Trojan Onion Skin. Because this fine 25% rag 
content paper is so lightweight, folders on Trojan Onion Skin travel practically postage-free 
as inserts in multiple mailings. Available in white and five colors, Trojan Onion Skin has lots 
of eye appeal for package inserts and large french-fold mailing pieces, too. 
And its strong durability is ideal for your invoices and office forms. 
Prints beautifully by letterpress or offset. Write for a sample portfolio. 
Other papers in the Eagle-A Trojan line: Trojan Bond, Trojan Record. 


FAGLE-A (| PAPERS 


AMERICAN WRITING PAPER CORPORATION e¢ HOLYOKE, MASSACHUSETTS 
Manufacturers of famous EAGLE-A COUPON BOND and other nationally-known Bonds 
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New Impact 


BINDING 


A report on a new development in looseleaf binders, which brings 


re 
a 


ae 
REVLON 


eas 


mF 


color, type embossing and other techniques to enliven the 


lowly and dull binder of the past. 


Vinyl binders add a new dimen- 
sion to the geometry of covermak- 
ing. No longer is the looseleaf bind- 
er restricted to the limitations of 
the brass die and other traditions of 
cover decorating. 

These vinyl binders, AR has 
found, are replacing the traditional 
clothbound binder. As such, they 
are a new development worthy of 
note. 

Any whim of the client or art di- 
rector can be served up in a vinyl 
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binder. Any reproduction process, 
or any combination, can be used. 
Line art, can be used, of course. 
And halftones. And any existing 
plates that an advertiser may have, 
or color proofs and color prints, can 
now be included in the cover of a 
sales presentation or catalog. 


> These covers are made like a 
tightly-fitting glove over the boards 
of the cover. Cover and spine art 
are inserted under a sheet of clear, 


flexible vinyl plastic sheeting. Under 
this are inserted two colored vinyl] 
sheets with spine and front and 
back cover board stiffeners. The 
three sheets of plastic, art and 
boards are fused by heat into a unit, 
with binder added (spiral, multi, 
looseleaf and post binders). 

Such binders are becoming in- 
creasingly acceptable as sales tools, 
catalogs, reports. Recent users in- 
clude the Research Institute of 
America, Chemstrand, Aetna Steel, 





Columbia Transcriptions, Revlon, | 
General Electric, Bulova and Ethi- | 


con Inc. 

The process is quite simple in 
comparison to the older method of 
binder manufacturing. The old 
method consisted of much hand- 
work, cutting, wraparound, gluing, 
for a somewhat durable but static 
product. The vinyl binder manufac- 
turing method is a one-step press 
and heat-fusion operation once the 
sheets, boards and art are placed in 
position. 

The vinyls are fused into a perfect 
bead. The fusion produces a thin 
bead around the edge of the binder 
and a narrow band that serves as 
the hinge of the cover. It is a weld 
of the various layers of the vinyl 
plastic. The sealed edges and cover 
hinge keep all the characteristics of 
the plastic, such as texture, color 
and grain. 


> Sloves Mechanical Binding Co., 
New York, one of the pioneers in 
the use of these electronically heat- 
sealed vinyl plastics for the adver- 
tising and sales promotion industry 
has called its binder Vinyl Embed- 


ment. One of the binders, sent to the | 
U.S. Testing Labs, underwent 100,000 


openings and closings of the cover, a 
brutal test of the hinge of a binder, 
with no deterioration or cracking. 

One user, Bulova, reports that it 
has been using a vinyl binder as a 
salesman’s presentation booklet to 
dealers, with the binder unscuffed 
and appearing still new after seven 
months heavy usage. 


> Covers for the binders can be 
decorated in conventional ways— 
gold stamping, silk screening, em- 
bossing and debossing by literally 
melting the material on the elec- 
tronic equipment, or by simply in- 
serting full-color art under the top, 
clear vinyl sheet. 

About the only limitations are 
physical ones imposed by the heat- 
sealing dies. But there is an impres- 
sive library of sizes. The two most 
popular sizes are 10x11” and 
104%4x12”. Make-ready techniques 
have been refined to the point 
where 50 or 100 presentation covers 
can be produced at an economical 
unit cost. 


> Thus far a variety of approaches 
and applications have been used. 
For example: 


@ Acrilan and Arcadian . .. The 
two binders for the Chemstrand 
Corp. use the red “A” logo effec- 
tively, in one case with a black and 
white background, in the other case 
with black and gray. The manuals 


contain essentially technical infor- | 
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Kemp Morgan roamed Texas oil fields, a whole 


crew in himself. In a few hours’ time, singlehanded, he 
could locate oil, drill for it, bring in the gusher, cap it 
and erect a giant derrick. A fabulous eater, Morgan used 
profits from one well to buy a packinghouse full of T-bone 
steaks. That was the year the oil froze as it spouted and 
he was able to ship it to the refinery on flat cars. 


We have clients in America’s foremost industries and would like more 


Printers with Snagination 


D F KELLER COMPANY 7 3005S FRANKLIN BLVD 


CHICAGO 12, ILLINOIS 


From a continuous tone print 
to a square halftone to a dropout 


combination velox, 100 line screen, 
ready for camera. 


IT’S EASY WITH 


VELOXES 
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142 Greene Street, New York City 12 CAnal 6-8440 
NEW PRICE LIST available upon request 
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mation required by companies 
processing Acrilan fiber, but the 
covers insure a high degree of ac- 
ceptance. 

Arcadian, a division of Allied 
Chemical Co., markets agricultural 
products, and used a vinyl binder 
for its sales presentation. Its power 
derives from the use of a bronze 
gold foil paper. On this paper is 
mounted the Arcadian logotype, a 
flag which is simply a piece of red 
cover stock screen printed in white, 
then die cut and tipped into posi- 
tion. Black and transparent vinyls 
are used. 


© Arnot, Columbia and Revlon... 
Arnot, a division of Aetna Steel 
Products, specializes in furnishings 
for ships. Two sizes of binders with 
different looseleaf devices and sep- 
arate color schemes—one blue and 
the other red-orange—are tied to- 
gether with a simple and effective 
unity of design. Thus, both price list 
and sample book have a distinctive 
and powerful appeal—at the low 
cost of press washup for the change 
in ink color. 

Columbia’s binder gets impact 
with blue, gray and white. Calvin 
Roberts of Columbia Transcriptions 
reported that the binders are both a 
presentation kit and an attractive ad 


for this division of Columbia Rec- 
ords. 

Revlon’s point-of-purchase man- 
uals for its salesmen and distribu- 
tors starts at the beginning, as many 
good visuals do, with realistic photo- 
graphs depicting in halftones the 
displays and their applications. 
Colors used on these two books are 
blue with black, yellow with black, 
against a scarlet vinyl. 


® General Electric GE use 
represents a variety of separate di- 
visions, a number of applications 
and varying design approaches. “In- 
door Weather for Your Home” is a 
114” three-ring binder, a sales pres- 
entation used to sell individual con- 
sumers and builders on a high- 
ticket item. Solid blacks with or- 
ange-red and reverses stand out 
against the gleaming black vinyl. 
The marketing program binder 
for the same division, of GE, Home 
Heating & Cooling Dept., Tyler, 
Tex., has gold-colored cover stock 
imprinted in black and red, but with 
the embedment in a Multo binder. 
Another GE division made up its 
marketing plans book for “Meters” 
with simple dignity and crisp art 
and type, black and blue on white 
offset stock. 
“The Water 


Coolers” sales cam- 
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Cut-away View .. . Any kind of paper 
can be bound between the two vinyl 


sheets. 


paign manual shows imaginative use 
of the cover area, the designer using 
only a part of the space, but effec- 
tively. The panel, 54x10”, em- 
bedded in position uses pale blue 
and navy, the navy blue matching 
the vinyl. 


@ Bulova and Ethicon . . . The Bul- 
ova presentation combines tradi- 
tional binding techniques with the 
latest technology. The book is per- 
manently bound with plastic rings, 
the pages detailing the integrated 
advertising and sales promotion 
materials of a major campaign. Each 
of the covers is a padded panel— 
instead of the usual sheet of paper 
used in vinyl embedment, the 
printed stock is backed up with a 
pillow of soft-padding fiber to cre- 
ate a slightly puffed, luxurious feel- 
ing panel. 

The front cover consists of a half- 
tone photograph of the sight dearest 
to a jewelry retailers’ heart—a busy 
store. This photo pops from the rou- 
tine into the extraordinary by the 
use of deep gold stamping. The 
globe in the logo and the type are 
stamped in gold, and the contrast 
between halftone and gold is unex- 
pected and striking. The back cover 
is also printed in color. 

The Ethicon example is a page 
which could be in any binder. Em- 
bedded together in a combination 
of transparent, flexible vinyl and a 
clinically white and rigid vinyl 
sheet, are varieties of natural sheep 
gut in various stages of their prepa- 
ration into surgical sutures. This 
delicate material is completely pro- 
tected while shown simply and 
effectively. It’s a page from the de- 
tail man’s book that will have many 
applications in other industries. 


> All these examples, from the 
sharp embossment used by the Re- 
search Institute of America to the 
Ethicon sample page, show how the 
techniques of graphic arts can be 
used in binding. Freedom to design, 
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**CALCOFLUOR-treated paper was selected for this job because it was essential that the 


Symbol for Quality Dyes 


whites in the illustrations be clean and sparkling. We know that printing on papers 
containing CALCOFLUOR White adds dramatically to the range and effect of colors. 
Other whites move well up in the grey scale when compared with CALCOFLI IOR,”’ 


No doubt about it! The bright white of CALCoFLUOR-treated stock 


makes halftones and text clearer...sharper...crisper...with maximum 
contrast. Every day, advertising production men... lithographers... AMERICAN CYANAMID COMPANY 
printers...are discovering the new “Glow White” sparkle that CaLco- DYES DEPARTMENT 


: . . Bound Brook, New Jersey 
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under one roof 


Halftones * Zinc Etchings 
Color Plates * Ben Day 
Plate « Electrotypes * Mats 
Stereotypes * Copper Shells 
Embossing Plates 

Art and Photography 


Our customers buy their engravings 

from us because we fit our service 

and facilities to their special needs. 

We do not sell a product, but a 

service which includes production 

skill. Contact us on your reproduc- 
: tion needs. There's no obligation. 
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Engraving & Electrotype Co. 
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Makers of Fine Printing Plates 





PBs: 


VELVA-GLO 


COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 


COLOR CARD...con- 
tains samples and 
suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 


Write for yours TODAY 
RADIANT COLOR CO. 


830 Isabella St., Oakland 7, Calif. 
Manufacturers of ELVA-GLO® 


Fluorescent Papers +» Cardboards 
Screen Colors + Bulletin Colors 
Signcloth 11 
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to use color printing, unusual and 
delicate materials and to combine 
elements that normally would be 
awkward, adds a new dimension to 
the looseleaf binder. 

The printer and the advertiser 
can use paper for the covers, paper 
which is as strong as anyone can 
wish a binder cover to be. And the 
customer can maintain the same 
kind of control over this job that he 
has over other aspects of his graphic 
arts production. He doesn’t have to 
worry about printing. All he does is 
deliver the printed material to the 
supplier for the protection and dis- 
play of vinyl sheeting. 44 


On Parade... 


Paper Mills Display 
Improved Products 


Looking at a random selection 
of recent paper samples, we’re 
struck by several developments. 
The race is on for the “whitest” 
white in offset and _ letterpress 
stocks, while in colored papers the 
choice of shades has widened to 
include many “offbeat” colors. No 
longer are admen limited to four or 
five pastels only. 

Textures, too, have become in- 
creasingly important in _ today’s 
competitive market. This is par- 
ticularly evident in cover stocks. 

With all these refinements there 
has been no sacrifice of printing 
quality; rather, this has been steadi- 
ly improved. 


How White 
Is White? 


Blue-white is the 
color of Ticonder- 
oga Offset, sam- 
pled in a new folder from Inter- 
national Paper Co., New York. It 
lives up to its billing as a “spark- 
ling” white, designed for smooth 
behavior on the offset press. The 
paper is made and stocked in ten 
standard sizes and five weights by 
leading paper merchants. 

The booklet offers specimens of 
standard finish in all weights. Fancy 
finishes are also shown: Cloud, 
Stucco, Handmade, Ripple, Basket- 
weave, Linen and Bermuda, all in 
70 lb. weight. 


- + + for more details circle 215, page 97 


Parchment 
In Color 


Buff, blue and 
green are the 
colors added to 
Millers Falls’ line of Opaque Parch- 
ment, a 25%-cotton-content paper. 
The company, with headquarters in 
Millers Falls, Mass., has prepared 
a sample folder showing all three 
shades plus white in both smooth 
and cockle finish. Colors are pro- 
duced in 16 lb. weight only. 


Recommended for rate books, 
price lists, part books and catalogs, 
where sectional color identification 
is handy, the colored stocks are 
said to offer great opacity and 
minimum bulk. 


+ + « for more details circle 216, page 97 


Covers for 
Every Need 


A demonstration 
portfolio from 
Mead Papers Inc., 
Dayton, O., suggests all the uses 
Wheelwright Potomac Cover and 
Potomac Velour can be put to. The 
folio cover and five of its seven in- 
serts were produced by letterpress, 
lithography and screen process to 
show off Potomac Cover’s versatili- 
ty. 
The two Potomac Velour demon- 
stration pieces included were done 
by screen process, to illustrate the 
rich effects possible with use of this 
grade. 

Catalog and _ booklet covers, 
menus and announcements are some 
of the applications shown. Cover is 
available in white, azure, blue, 
black, brown, cafe, India, light gray, 
scarlet and yellow. This stock somes 
in Antique, Ripple, Crash and 
Leather finishes. 

Velour, suggested for “exotic” 
effects, comes in blue, brown, black, 
gray, green, maroon, scarlet, tan 
and white. 


- for more details circle 217, page 97 


Kromekote 
Blotters 


Three new colors 
have been added to 
the Kromekote 
Blotting line by the Sorg Paper Co., 
Middletown, O. Samples of pink, 
blue and green are now offered. 

The cast-coated paper made by 
the Champion Paper & Fibre Co., 
is laminated to Sorg’s White blot- 
ting. Sorg points out that the addi- 
tion of these colors to the line pro- 
vides extra colors without extra 
printing impressions. 

Colors and white come in stand- 
ard blotter sizes. 


. + for more details circle 218, page 97 


The paper for that brochure got 
stuck in the cutter . .. Shall | save 


it for the next parade? 





AR presents the sixth in a series of special articles describing 


the basis factors involved in buying photoengravings. The series is 


adapted by special permission from 


‘‘Laurence’s Guide for Photoengraving Buyers.”’ 


By Larry LeVant 
President, Laurence Inc. 
Chicago 


A plate produced through com- 
bining one or more line negatives 
with one or more halftone negatives 
is called a combination plate. 

The line copy and halftone copy 
are furnished separately with paste- 
up or overlay to show positioning. 

The resulting reproduction carries 
a dot structure in all halftone areas 
and an unbroken solid in all line 
areas. 


> The line copy may be prepared in 
any medium suitable for line repro- 
duction (See AR, June 1954). The 
halftone copy may be wash, pencil, 


gray opaque or photographic orig- 
inals, treated as square, highlight or 
outline halftones. (See AR, July 
1956). 

Combination plates may be printed 
on any paper stock suitable for half- 
tone reproduction providing the 
proper screen designation is given 
for the halftone areas. 

Many unique illustrative possi- 
bilities are offered by combination 
of line and halftone images. 


> Preparation of copy for combina- 
tion line and halftone engraving 
should be done as follows: 

Halftone copy should be mounted, 
retouched if necessary, cropped, and 
sized in the same manner employed 
for straight halftone copy. The 
proper screen should be designated 


for best results on the paper stock 
to be used. 

Mounting instructions should be 
included after checking to be sure 
that they meet the printer’s require- 
ments. 

Line copy should be made for the 
same reduction as the halftone copy. 
If the original artwork is not in 
correct proportion, glossy reproduc- 
tion prints should be made in the 
proper size. 

The line copy is then positioned 
on a flap, exactly as required in the 
finished plate. 

If part of the line copy reverses 
out of halftone plate, those areas 
should be clearly indicated on the 
flap. The line copy areas which are 
to appear in positive form should 
be marked double-print. 
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Graphic demonstration of the functioning of a 
piece of equipment is enhanced by superimposi- 
tion with an image of the actual object. Here air 
circulation is shown in relation to Carrier’s 
Store Weathermaker. 


Merchandise illustrations can be enlivened 
through the addition of line illustration, making 
an effective duet for your sales message. 





The editorial application for combination line and half- 
tone techniques is not only wide but visually refreshing. 


> 
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“THE MAILING PIECE 
THAT NEVER FAILS” 


TT 
Simulated 
firecracker 
mailing- 
Ist class - 3¢ 
postage. Gets 
more attention 
than a telegram. 
Used by hundreds 
of advertisers, 
all of whom 
report “‘exception- 
al returns’ 


oe 


RETURNS AS HIGH AS 21.6% 


Letters on file are MOST convincing, but con- 
vince yourself (and your company) by making 
a ‘test mailing’’ to a half dozen of your own 
executives (See offer below) 

SEND $1. FOR “ITS HOT” KIT 
Every ad-man needs a sample of “ITS HOT"’ 
in his idea file for that great emergency when 
he is told “THIS HAS GOT TO GET RE- 
SULTS — OR ELSE’’. Mail $1.00 in cash 
or check (no stamps) for kit to make up test 
mailing to six of your own executives. For 
just $1.00 you can be a ‘‘Hero’’. 


“Iie BOT” 


RADNOR, PENNA 
Phone MUrray 8-1004 


"ITs HOT" is Commissionable to agencies, « 


TEL-A-STCRY COMMANDS 
ATTENTION! 


Gives Your Product 
A Colorful 

Moving Message 
That Sells 


The Tel-A-Story 
PEPS UP POINT Automatic Projector 
OF SALE... will sell your prod- 
STIMULATES SALES Uct using twelve 
MEETINGS 35mm or 2” x 2” 

square transparen- 
cies on a 156 sq. in. picture screen. 
Copy changes automatically every six 
seconds. Economical to own and use. 
Ideal for any type product or service. 
Write Dept. Q. 


DRAWS CONVENTION 
CROWDS... 


for illustrated brochure 


sta att ae and prices 
523 Main Street, Davenport, lowa 





Permanent type tough “Vinyl” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS...lettering, numbe: our trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichital Kansas 


440 Advertising Managers 
requested further information 
about products or services men- 
tioned editorially in a recent 
issue of AR. 


AR GETS Avid Readership 


Avid Response 
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Photograph ... 
Mount on board 
when ordering 
combination 
plates. 


Drawing ... 
Mount on flap 
in register 

for result as 
shown on p. 63. 


Hing with halftone co 
id faces with fine serifs. 
_ serif is best when 
“Sizes are required. 


Type on Cut... 
Legibility 
becomes chief 
concern in type 
selection. 


Check Points When Ordering Combination Plates 


Is copy clean and definitely mod- @ Are drop outs, outlines, vignettes or 
ulated? other special instructions plainly 

Do photographs need retouching? given? 

Are all photographs mounted and 
protected with flaps? 

Are crop marks accurately placed? 

Are sizes clearly stated? 


@ Is line copy clean, black and prop- 
erly positioned on flap? 

@ Is type to be double-printed, free of 
hairline elements? 

@ Are screens designated? 





Small Wonders... 


Office Machines 
Show Versatility 


The day of the omnibus office 
machine may soon be here. Makers 
of duplicating and copying equip- 
ment continue to engineer new fea- 
tures and versatility into their ma- 
chines. Alone or with related equip- 
ment—collators, binders, staplers, 
transmitters—duplicators are doing 
yeoman work in communications. 


Manuals A new booklet 
Made Easy from General Bind- 
ing Corp., Chicago, 
promises to save admen a lot of 
headaches when planning manuals 
and reports. It describes a combined 
duplicating and binding system, 
using Rex-o-Graph duplicators and 
GBC binding machines and binders. 
Reports, letters and records can 
be reproduced in one to five colors, 
then bound in a plastic or metal 
looseleaf binding for easy handling 
or display. Copies are reported to be 
sharp and uniform, with no make- 
ready required. Pages lie flat in the 
spiral binding and turn easily. 
+ « + for more details circle 214, page 97 


Paper A power paper cut- 
Cutter ter for the office 

has been developed 
by Addressograph-Multigraph 
Corp., Cleveland. Occupying less 
than 3 sq. ft, the unit can be 
mounted on a table, desk or cabinet. 
It can trim booklets, separate con- 
tinuous fanfold forms, divide fin- 
ished records and cut special paper 
and card sizes. 

Safety features include a dual 
push button control. Both hands are 
needed to engage the cutting mech- 
anism, so that if even one hand is 
removed from a button, all action 
stops. 

The cutter requires little mainte- 
nance, according to the company. It 
is available through Multigraph 
sales offices here and abroad. 44 


1 always have the feeling it’s laugh- 
ing at mel 


Selected AR Reprints 


The following have been selected from the full list of feature articles 
now available in reprint form. The complete list appeared in the June Is- 
sue. Except where otherwise specified, each reprint costs 25c. Please order 
by number, enclosing payment for all orders of $2 or less. Quantity prices 


are avaliable on request. Send orders fo Reprint Editor, AR, 200 East 
Ilinois St., Chicago 11, til. 


New This Month 


225 Personalize Your Premiums — by Kenneth F. Curry 
Erwin Wasey’s premium buyer tells how to get greater impact in your program 


2 OS CCS OS 6 OS OE 8 OSS e CUE 6 NEUE OE EE TUE SWEET HOSE SESE SE EEE TEESE SEE ESEEEEEEES! 


OO 8S OOS OSS OS ESS OOS CUS 88 OSES EE EE EOE SS OOS EOE CRESS ESSE EEE H EOE EE ESTE EE EEHSESESES SSE SSSEREESEEEEEES 


Audio-Visuals 
224 The Art of Communication — by Richard A. Naumann (50c) 


A four-part series teaching admen production techniques and uses of audio-visuals 
145 Audio-Visuals Don’t Have to Cost a Lot of Money to Be Effective 


Reardon Co. produced its own prize-winning filmstrip and saved money 


Binding 
193 Loose-Leaf Binding 


28-point guide to selecting proper loose-leaf binding for promotion materials 
Color 
151 Color in Advertising — by Faber Birren 


An expert outlines the best colors for advertising 
Motion Pictures 
209 Miller Makes a Film — by Benn Oliman 


How Miller Brewing developed its centenary film: a step-by-step report 

198 Less Than le Per Impression — by Mildred Weiler 
The story behind an effective business movie produced for Wabash Railroad 
113 Three Dimensional Business Movies Become a Reality — by Dick Hodgson 


Production highlights of a color and sound movie produced with Bolex 3-D system 


Photography 
175 How to Use Color Stats — by Ted Sanchagrin 


How admen are exploiting the many uses of full-color photostats 
171 How to Get Better Advertising Photos — by Errol Prince (50c) 
AR’s two-part series on getting and using advertising photos 
162 How to Crop Photos — by Vincent T. Teajiri 
Pointers for getting the most out of photographs for reproduction purposes 
138 The “Taking” of a Man of Distinction — by Ted Sanchagrin 
The story behind the photographs in Lord Calvert's ‘‘Man of Distinction’ ads 


Publicity 
221 Make the Most of Your Star — by Don Young 


How Wilson & Co. gets promotional value from the tour of its programs star 
199 Merchandising Publicity — by Morris B. Rotman 
Case history of a publicity program which drew extra dividends through effective merchandising 
194 Chiquita Banana Goes to School — by Clerence W. Moore 
How United Fruit Co.’s story gets to teachers and students 
185 How to Handle Relations With Radio, Television & Newsreels — by 
William G. Cox 
A guide to an effective publicity program for audio and visual media 
183 Planned Personalized Promotion — by Haviland F. Reves 
How a Detroit restaurant personalized its promotion 
173 How to Prepare a Modern Annual Report — by Herbert C. Rosenthal 
Some realistic guides for the preparation of effective annual report 
158 Elsie... Borden’s Living Trademark — by Ted Sanchagrin 


What Borden’s cow accomplishes by touring the 
Radio 
123 How to Prepare Jingles for Radio Spots — by Maurine Christopher 


The basic rules for one of radio’s most effective media 
Tape Recorders 
177 The Use of Tape Recorders in Advertising — by H. Jey cutee (50c) 


Two special articles advertising uses for tape recorders and how elect a tape recorce 
Television 
217 Getting Your Film on TV Cost Free — by Richard Marvin 


How to prepare yo d films for tv's needs nd get 
204 Colorcasting — by Sheldon M. ieelnen 
Here’s a case history report of a colo 
189 How to Merchandise Syndicated Ww Shows —_ vn ‘iacaine Christopher 
of suggestions for getting the mo tv 
181 How to Merchandise TV Tie-ins — va Frank Jecebs 


How donors of prizes plan their tie-ins to fit a merchandising progra 
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SUCCESS Story 


Ever think why printed advertising is so successful? It is a 
personal message, aimed to win the reader’s interest. It com- 


bines the artist's imagination and the printer’s craftsmanship. 


Printed advertising receives a cordial welcome in the home. It 


does not rely on a captive audience to project its sales message. 


Moreover, the printed message establishes a bond of confidence 
between the advertiser and the consumer. Ink and printing 
paper impart a tangible and realistic character to the facts set 


forth by the advertiser in his message. 


It is also true that advertising in graphic form makes a deep 
and lasting impression. Ideas in print leave a durable stamp on 


the reader's mind. 


The papermaker has a special responsibility in helping the ad- 
vertiser’s message to achieve maximum effectiveness. Westvaco 
papermaking craftsmen are proud of serving the successful 
advertisers of the nation for 65 years. Printers and advertisers 
may confidently select the right paper for every printing tech- 
nique. For example, the paper which reproduces the painting 
at the right is Westvaco’s Pinnacle Offset, Blue White (Vellum 

a truly distinguished uncoated offset, also available in cream 
white. Pinnacle Offset can be obtained, too, in regular finish, 


blue white or cream white. 


This oil painting by Byron Thomas appears on the cover of 
Westvaco Inspirations, Number 207, which features a round-up 
of top-flight advertising illustration and graphic design. You 
may have a copy of this issue by writing to any of the Company 


addresses listed on this page, or your nearest Westvaco distributor. 


(Cover Slrtist 


Byron Thomas, born in Baltimore, Maryland, in 1902, studied at the Art 
Students League before traveling extensively throughout the country. 
He was a contributor to Life Magazine and, as one of its war corre- 
spondents, depicted wartime England, Scotland and France. His work, 
shown at four one-man exhibitions in New York; at the Museum of 
Modern Art, Pennsylvania Academy of the Fine Arts, the John Herron 
Institute in Indiana, and Springfield Art Museum in Missouri, is also in 
several fine private collections. His honors include the Carnegie Institute 
Award in 1943 and the Frank Logan, First Prize for Lithography given 
by the Art Institute of Chicago. An instructor at the Cooper Union 


Art School until 19,0, Mr. Thomas now lives at Woodstock, Vermont. 


Sales Offices: 

230 Park Avenue, New York 17 

35 East Wacker Drive, Chicago 1 
503 Market Street, San Francisco 5 








Willows With Children by Byron Thomas. From the Edwin Hewitt Gallery 


West Virginia Julp and Paper Company 


Manufacturers of Westvaco Quality Papers 





Can your business 
co-exist with 7O million 
captive people’? 


lige ene tS el . ~ . 
Sa 4 4) epee eS TS 
a 


As long as an Iron Curtain shuts off the satellite countries 
of Europe, the framework and future of free enterprise 
will be in danger. 


There is proof before us every day that the world can pros- 
per fully only when men everywhere are free to choose their 
own way of life, build their own businesses and till their own 
land. Yet behind the Iron Curtain 70 million people are still 
virtual prisoners of the Communists. 


There are a number of ways you and other American 
businessmen can help these people, yourselves and the 
world. One of the most direct is through Crusade for 
Freedom, sponsor of Radio Free Europe. 

For six years, this powerful overseas broadcasting 
operation has been beaming the truth into five key satel- 
lite countries. It has been outstandingly successful. 

The Communists have spent fabulous sums trying 
unsuccessfully to jam RFE’s programs. The bill for 
this last year in Poland alone was estimated at 
$17,000,000. Two-thirds of this amount will support 
the entire RFE operation for another critical year! 

And we know from letters and reports that truth 
from Radio Free Europe has helped keep alive the 
desire for freedom. The proof is history. 

So give your generous support to Crusade for 
Freedom in aiding these 70 million captives. If 
you don’t send them the truth—who will? 


Some ways business executives have 
helped. Check the ones you are interested in. 


(C) Display Crusade material on your company bulletin board. 


(0 Plan a paycheck stuffer to inform your employees 
of the importance of the Crusade for Freedom. 


( Plan to conduct an in-company solicitation. 


C Match employee funds with your Truth Dollars. M i 
For campaign material §§ and information write CRUSADE FOR FREEDOM, { 345 Weast 46th St., N.Y. C. 17% 
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Long Island Sunday Dress 


june 24, 1956 
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SPECIAL REPORT 


The new German army 
trains in Texas 


SEE PAGE © 


Dorilnd Sunday Celera 


Parade 


How to drive the new turnpikes se peg i¢ 


. -. and the new. 


A New Dress for Parade 


The thinking behind the new typographic design 


“Operation Brightface” is what 
they're calling the typographic face 
lifting done on Parade, the Sunday 
supplement that goes into 55 news- 
papers across the country. A newly 
designed cover and editorial format 
give it an airier, more sprightly 
look and bring it squarely into the 
wide typeface fold. 

“We like to call this openness 
‘breathing space’ between advertis- 
ing and editorial, enhancing both,” 
Parade art director or Ed Wade told 
AR. The new cover, while using 
several separate elements, is less 
cluttered than the former. It con- 
sists of a big color picture, without 
surprinting of logos or headlines. 
These—in Haas Clarendon’ with 
Trade Gothic accents—are carried 
on wide top band and a narrow 
bottom band. 

This cover change solves a prob- 
lem for many readers who have 
wanted to frame the cover pictures, 
particularly when children and ani- 


for this newspaper supplement, and how it 


solved some of the problems of the older style. 


mals appear. No longer does over- 
printing mar the eye appeal of the 
cover photographs. 


> The thinking behind the new de- 
sign goes deeper than that, of 
course—starting with the ever- 
present goal of publishing a more 
attractive, interesting and readable 
Sunday supplement. Take the choice 
of Haas Clarendon, for instance. 
It’s used for editorial heads and 
subheads throughout the book, re- 
placing the Bauer Venus formerly 
used. 

Editor Jess Gorkin feels it quickly 
identifies editorial features from ad- 
vertising. The version used is a 1951 
cutting by Hermann Eidenbenz. 
Amsterdam Continental is the 
American distributor for the Haas 
import, also called Amsterdam 
Clarendon. 

The body text, Fairfield Medium, 
a Linotype face designed by Ru- 
dolph Ruzicka, was selected be- 


cause its evenness of shading 
makes it suitable for rotogravure 
printing. It also has a legible Italic. 
The size used is 9 on 11 pt. 


> AD Ed Wade told AR that while 
he feels there isn’t too much dif- 
ference between Fairfield and the 
Times Roman formerly used. the 
former gives about 10% _ better 
readability. 

“Fairfield doesn’t seem to vibrate 
as much as Roman, but this is a 
personal belief,’ he said. In general, 
he thinks Clarendon and Fairfield 
are easier to control in gravure. 

The new format, adopted in late 
March, is Parade’s first complete 
change in five years. If you look 
through the _ supplement you'll 
probably notice that the depart- 
ments are identified by the ball or 
circle associated with the logo. This 
appears as a solid black, a Ben Day 
or a tint. 

These units add cohesion to the 
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SEND YOUR CATALOG 
AND 1°’ CLASS LETTER 


TOGETHER IN 


Wye 


Td 7. RTT ENVELOPE 


@ Envelope compartment is integral 
construction ... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices... No obligation! 


wT 


ONVELOPE CORPORATION 


3026 FRANKLIN BLYD.. CHICAGO 12 ILL 








A campaign to whisk off whiskers via the | 
| cotary Norelco electric shave was smoothly | 
presented in this handsome zipper binder. 
on color reprint, heat sealed on the vinyt | 
coated cover, a technical innovation . . . stimu- | 
| lated interest for the “inside story.” Ta 
indexed pages told and sold the Norelco line 

to distributors and retailers. 
Call Sloves to help your salesmen sell 4 
— for custom samples, Dept. AR-7 


'S LOVES 


[MECHANICAL BINDING co. Inc.| 
| 601 W. 26th ST., NEW YORK 1, AL 5-2552 | 
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magazine. One recent issue had a 
variation on the cover, an ellipse 
with article blurbs in the white 
portion. 


> It’s in the cover that changes are 
probably most noticeable. The old 
Parade logo, long recognized by its 
all-lower-case letters reversed in 
a red block, formerly was part of 
a mortise in which the distributing 
newspaper masthead was printed in 
black under the reverse. Sometimes 
article blurbs appeard in a wider 
mortise or in reverse type and tint 
blocks. 

In the new format, emphasis is 
placed on the masthead of the dis- 
tributing newspapers, the Parade 
logo and the magazine’s lead arti- 
cle. The masthead is printed at the 
end of the run and appears directly 
above the Parade logo. 

The logo is 72 pt. Haas Clarendon; 
14 pt. Clarendon Bold identifies the 
lead article, with the page set in 
Trade Gothic. A narrow white strip 
at the bottom of the cover houses 
the date of issue at the left and 
another article blurb, each set in 
Clarendon with Trade Gothic. 


> The swing away from mortises, 
reverses and tints has meant a sav- 
ing in time. The supplement has 
the same deadline as before, but 
with no printing on the cover il- 
lustration the publication now finds 


Take Your Pick... 


Markup Made Easy 
With Copy Guides 


Add new aids for the harried pro- 
duction man. Expert though he may 
be at copy-fitting, some improve- 
ments in this fine art are worth re- 
porting. They’re all aimed at saving 
money, frayed nerves and overtime. 


Triple Threat 


Scalerule, a 
Slide Rule 


variation on the 
slide rule, can 
be used for scaling, measuring and 
converting pictures and artwork. 
This simple proportioning ruler was 
developed by Richard Picard, presi- 
dent of Picard-Marvin Inc., New 
York advertising agency. Accurate 
and easy to read, this 12” plastic 
slide rule will scale up to 30 inches 
and 180 picas. 

A clear window shows the per- 
centage of reduction. On the re- 
verse is a straight ruler for meas- 
uring agate lines and picas, with 
a hair-line slide permitting the 
user to read either figure directly 
in inches. 

Besides its uses in reducing and 


it can change the cover blurb and 
accompanying inside article that 
much later. 

As a magazine that works “off 
the news,” such changes or dele- 
tions allows Parade to stay atop its 
featured news coverage, to lessen 
errors and to pull an article if an- 
other publication in the field sud- 
denly comes out with something too 
similar. 


> Black type on white space has its 
advantages over overprinting on a 
color photo. To production director 
Carl Metash in New York this 
means that black, the key plate, is 
the last color laid down. Engraving, 
by Intaglio Service Corp., can be 
handled that much later. Once the 
gravure is chrome coated, no fur- 
ther etching can be done. 
Intaglio handles the editorial en- 
gravings. Printing is done on Pa- 
rade’s full color rotogravure presses 
in Philadelphia and on contract at 
the St. Louis Post-Dispatch and at 
Standard Gravure, Louisville. 


>» Parade likes its latest look. But it 
is not averse to changing it if nec- 
essary. The art director explained, 
“This Clarendon, for example, is 
hand-set. But if it became foundry 
and everybody started using it we'd 
think twice. Besides, this is just an- 
other evolution in Clarendon, the 
original dating back to 1843.” 44 


enlarging pictures, the Scalerule can 
be helpful in multiplication, divi- 
sion and finding square roots. It 
may be obtained at art supply shops 
for $2.75 or directly from Scalerule, 
Box 82, New York 21. 


Handy Gage 
For Resetting 


From England 
comes a_ useful 
set of tables that 
takes the guesswork out of resetting 
type. If, for example, you must re- 
set type now in 8 pt. as 10 pt., Table 
1 of this copyrighted guide indicates 
that 56% more space will be re- 
quired in your layout. Called the 
Type Matter and Space Calculator, 
the six-page folder was compiled 
and published by Henry B. Dean, 
Middlesex, England. 

Using a range of type fonts from 
5 to 12 pt., it shows the percentage 
in all cases of 


e Additional space required when 
matter is reset in a larger size; 


e Amount of space saved when 
matter is reset in a smaller size; 


e Additional matter that can be ac- 
commodated when reset in a small- 
er size; 





e Amount original matter that can 
be accommodated when reset in a 
larger size. 


According to report, the series of 
four tables does not duplicate any 
other in existence. It is available 
for 50c from Henry B. Dean, 72, 
Faversham Ave., Bush Hill Park, 
Enfield, Middlesex, England. 


Type Lovers Unite 
In World Group 


Everyone concerned with the 
graphic arts will be interested in 
the progress of a new organization, 
the International Typographical 
Assn., formed last year in Paris. 
Such leaders in the field as Stanley 
Morison (England), Charles Peignot 
(France) and Jan van Krimpen 
(Holland) made up the provisional 
committee, entrusted with drafting 
the group’s statutes. These were 
adopted at a general assembly held 
in conjunction with Graphic ‘57 at 
Lausanne, Switzerland. 

Headquarters of the association 
will be at Geneva, Switzerland. 
Members will be recruited from: 


Graphic artists 
Typefounders and engravers 
Equipment manufacturers 
Printers and publishers 
Trade schools 


not to mention laymen ‘ ‘interested 
in the typographic arts.” 

Aims of the ITA are to unite all 
those concerned with the art of 
typography and “to protect its 
basic principles against the devel- 
opment of new techniques which 
might threaten them.” 

Plans call for establishing an in- 
ternational center of typographic 
information, encouraging general 
interest in typography, improving 
contacts between graphic specialists 
and protecting authors’ rights. 

Further details on the new group 
may be obtained from Charles 
Peignot, 18 rue Ferrus, Paris 14, 
France. 44 


ATF Dusts Off 
Popular Old Faces 


Good news in the type world is 
American Type Founders’ an- 
nouncement that it is reviving a 
number of inactive faces, including 
some now largely collectors’ items. 
The Elizabeth, N.J., foundry is mak- 
ing these types available to printers 
and typographers through its deal- 
ers for a limited time only. The 
program began June 1. 

Faces offered include: 


@ Baskerville Roman 
@ Caslon Antique 


GOLD RUSH 
JIM SROW TYPE 
OLD BOWERY 


Bulletin Typewriter 
Comstock 

Old Bowery 

Jim Crow 


Gold Rush 


They are available in regular size 
fonts and at standard prices. Most of 
the faces, says Jan van der Ploeg of 
ATF, are “basic types of sound de- 
sign which never really go out of 
style. They just have their ups and 
downs in popularity.” 

If this first typeface revival pro- 
gram is successful, the company 
plans to institute temporary revivals 
of other faces at least once each 
year. 

Complete information on this new 
service can be secured. 


- for more details circle 219, page 97 


Composing Room 
Revises Catalog 


A one-line specimen book of 
typefaces from the Composing 
Room, New York, has just been is- 
sued, with four pages of new fonts 
added. The 36-page booklet, bound 
in plastic, reproduces one line of 
each type face in the shop with an 
indication of its size and the meth- 
od of composition (Linotype, Lud- 
low, foundry, etc.) and the sizes 
available. Standard proofreaders’ 
marks are also included. 


. for more details circle 220, page 97 


Intertype Compiles 
197 Alphabets 


Futuras and Gothics are the 
latest typefaces to appear in Inter- 
type Corp.’s 20-page roundup of 
alphabets for line-casting machines. 
Added are four extra-bold versions 
of Futura, as well as Hobo, four 
versions of News Gothic, and Pen 
Bold. The faces, shown in 10 pt. 
size only, are listed alphabetically 
for easy reference. 

Designed to be of service to 
typographers, art directors, produc- 
tion men and printers, the booklet 
includes complete alphabets with 
caps, lower case, figures, points, 
small caps and old style figures on 
many faces. In many case swash 
caps and special characters are 
available. 


. . « for more details circle 221, page 97 





so 


BY HAND 


BY FOTOSETTER 


DAY AND NIGHT 


From one of the 


LARGEST SELECTIONS 
of TYPE FACES 


available anywhere! 


And you get your repros — or your negative 
or positive prints — fast! For Progressive 
uses round-the-clock mail service out of 
Philadelphia . . . and city-wide messenger 
service from our New York, Wilmington, 
Baltimore and Washington Offices. The fact 
that we serve clients from coast to coast 
and overseas offers assurance of quality. . . 
craftsmanship . . . and speed. What’s more, 
many of these clients dovetail their Progres- 
sive typography with the electro, Progress 
plate, plastic plate and mat facilities of 
Hanson Electrotype Company and Progress 
Plate Making Company, the other two mem- 
bers of our three-company team under one- 
company management. This gives you the 
advantage of one-point control at all points 
of the job, night as well as day. Booklet AR-1 
describes our complete services. Write now. 


PROGRESSIVE 
COMPOSITION COMPANY 
Sth & Sansom Sts. Phila. 7, Pa. 


Ys, 


PHILADELPHIA 
NEW YORK 
WILMINGTON 
BALTIMORE 
WASHINGTON 


WAInut 2-2711 
MUrray Hill 2-1723 
OLympia 5-6047 
SAratoga 7-5302 
EXecutive 3-7444 
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A Guide to 


Antique 


Borrow from the past for that special charm, as many 
designers of today are doing successfully. Here are examples 


and sources of supply and inspiration. 





Booklet Cover for Atlanta Paper Co. 





By Ted Sanchagrin 
AR Eastern Editor 


The question before the house is 
where may advertising agencies and 
clients secure old art, photos and 
type? The conclusion by AR after 
considerable legwork: It all de- 
pends. 

It depends on what you want. Do 
you want material immediately 
available with built-in research? Or 
would you rather do the time-con- 
suming research yourself, maybe to 
be different, maybe to save money? 
Both approaches have their advan- 
tages and disadvantages. 

Time, budget, subject matter, 
your knowledge of sources and 
proximity to them are sometimes 
important, sometimes not. Obvious 
sources are everywhere. But there 
is no one source to direct you to the 
obvious collection, whether public 
or private. 

You may have used the services 
of the New York Public Library 
picture collection, the Bettmann 
Archives, the Warshaw Collection of 
Business Americana, all in Man- 
hattan. And Culver Service or 
Brown Bros., both New York, for 
photos. Maybe Frederic Nelson 
Phillips Inc., New York, or T. J. 
Lyons Press, Boston, for type. 

If so, you’ve broken into a fascin- 
ating field so vast it hardly can be 
covered in a book, let alone one 
article. 

Many agencies use the services of 
the New York Public Library, and 
on occasion, so do Bettmann and 
Warshaw. But you have to have 
some idea of what you're looking 
for. 


68 ¢ Art & Photography 


@e The Picture Collection, consisting 
of illustrations, clippings and photo- 
graphs, offers pictures of people, 
places and subjects of every de- 
scription, classified and indexed to 
form a graphic encyclopedia. 


e And from the Photographic Serv- 
ice can be obtained at cost and 
within the limits of copyright and 
fair use, portions of books, news- 
papers, patents, music manuscripts 
and all other material in the li- 
brary’s own collection may be re- 


produced by photograph, photostat 
or microfilm. 
® The Theater, Arents, Berg and 


Spencer collections and divisions 
such as American History & Gene- 
alogy, Map, Manuscript, Reserve 
(rare books), Art & Architecture, 
Prints (methods of print-making), 
Economics & Sociology, Science & 
Technology, Music and Newspaper 
— each has its points. 


> Perhaps your hometown library 
has or can secure for your perusal 
the eight 1953-55 quarterlies of the 
defunct Eye to Eye, a formidable 
but short-lived bulletin of the 
Graphic History Society of Amer- 
ica, Washington, D. C. 

Published by Paul Vanderbilt, 
formerly consultant in iconography 
at the Library of Congress, Eye to 
Eye listed source after source of art 
— historical societies, museums, 
private collectors with specific sub- 
ject matter, universities, state li- 
braries, state departments. 

For example, the picture collec- 
tions of the Assn. of American Rail- 
roads, Washington, D. C.; Shell Oil 
Co., New York; the Audubon Soci- 


ee. 


ety, New York; the Peabody Mu- 
seum, Salem, Mass. (“photos of 
American and foreign ships by the 
late Edward S. Clark’’), individuals 
with collections of fire engine pic- 
tures, trolley photos, and the Wis- 
consin State Historical Society 
(“two collections of pictures of 
Mississippi River steamboats from 
the Merrick and Buissen collections, 
which together total 600 items”). 

Or on a more modest but current 
plane is Picturescope. Founded by 
Miss Romana Javitz, superintendent 
of the Picture Collection, New York 
Public Library, it is published by 
the Picture Division, Special Li- 
braries Assn., New York. 

This association division, com- 
posed of picture researchers and 
picture librarians from advertising 
agencies, the government and pri- 
vate industry, such as company li- 
braries, is, like the Public Library, 
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Magazine ad for Kayser 








the crossroads of pictorial informa- 
tion, old and new. 

Picturescope, three years old, is 
as Miss Javitz explains, a shoestring 
publication, a newssheet in mimeo- 
graphed form, listing sources, 
sources, sources. The cost: $1 to 
members, $2 to non-members. It’s 
a quarterly. 

More ambitious are the Special 
Libraries Assn.’s directories — na- 
tional, New York, Philadelphia, and 
the Directory of Trade Assns., pub- 
lished by U. S. Government, Super- 
intendent of Documents, Washing- 
ton, D. C. 

“All companies and big agencies 
(any good-sized ad agency has a 
library and librarian) have these 
directories,’ Miss Javitz told AR, 
“but they don’t use them often 
enough.” 


> If there seems to be an overem- 





“Biggest click since I 


invented the telegraph” 


Samuel T. B. Morse 
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Magazine ads . . . General Electric 


phasis on the New York Public Li- 
brary, it’s deliberate here — it’s an 
international source, handling re- 
quests for art from Chicago, San 
Francisco and Canada. If the library 
doesn’t have, say, something on 
natural gas, it knows three or four 
sources that do. 

But you don’t have to try New 
York. Your own library, any state 
historical society, almost any cham- 
ber of commerce can direct you to 
sources. It doesn’t have to be Eye to 
Eye, Picturescope, the SLA direc- 
tories, as sources of sources. For 
example, Field Enterprises, Chicago, 
has a guide to pictures, state by 
state. 


> A familiar credit line on old art 
in print ads and even direct mail 
brochures is the Bettmann Ar- 
chives. Since a subject has already 


undergone research or can be 
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handled in short order, naturally 
the price is higher than at the li- 
brary. 

Advertising agencies, large and 
medium sized, use the service. If 
they want something, chances are 
Dr. Otto Bettmann can send 30 or 
40 pieces of art on approval. Or if 
one agency wants an illustration of 
Jefferson eating spaghetti, it can 
probably be supplied after some 
research. Prices usually range be- 
tween $10 and $100, and up. 


> A recent example of use is the 
Buick series, announcing its new 
car. In one, an imitation woodcut 
includes Thomas Jefferson saying 
“Biggest buy since the Louisiana 
Purchase.’ Others had Marc 
Antony, Hannibal, Julius Caesar, 


Samuel F. B. Morse, Paul Revere 
- thanks to Bettmann source ma- 
terial, redone to fit newspaper space, 
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in service 
in quality 


° largest 
{ production 
S photo- 
graphic 
firm invites your patronage. 


MW 


Singleweight Quantity 
glossy 
prints 


these 
low prices 


5x7 
$ 2.75 


22.50 
42.50 
75.00 

1.65 


Negative 1.15 


(Suuume GLOSSY PRINTS 


Sond for brochure 


MATIC 


59 E. Illinois St. Chicago 11, Ill. 
Whitehall 4-2930 





GLOSSY PRINTS 
LU AY 


Ad managers, agency men, public relations men 
. need quality glossy photos? 


ZEPP offers: 
@ Prompt Service 
@ Top Quality Reproduction 
@ Low Price 
Glossy Post Cards........... $.05 each (100 lots)* 
5x7 Glossy Photos.........$.06% each (100 lots)>* 
8x10 Glossy Photos........$.08% each (100 lots)* 


*Complete price list on request 


<.—E: 


PHOTO SERVICE 


3042 Greenmount Ave., Baltimore 18, Md. 
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Attention 
getters: 


MACK’S 
‘*MOPPETS”’ 


Exclusive use. 
Low priced. 
Write your needs 
and request samples. 


DOUGLAS MACK 


1550 Church St., 
San Francisco 14 
Phone: MI 7-5377 





Whaddaya mean, ‘De- 
livery’s been Delayed?’ 
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by Kudner Agency, New York. 

Additional examples: The cover 
illustration for Interchemical Re- 
view, Autumn 1955, with a Bett- 
mann credit line for a French cop- 
per engraving of 1707 concerning 
an early air thermometer, and many 
illustrations on molds in the book- 
let by Chas. Pfizer & Co. on fer- 
mentation, “Our Smallest Servants.” 


> Still further specialized is the 
Warshaw Collection approach. Fig- 
uring that the history of America 
is the history of business. I. War- 
shaw specializes in original pieces, 
not reproductions — actual posters, 
ads, trademark, brand name and 
slogan material, labels, circulars, 
folders, catalogs, packages. 

On a number of occasions his col- 
lection has thwarted attempts to sue 
large companies by persons claim- 
ing the company has stolen a theme 
or idea. Almost invariably, he pro- 
duces ancient ads with the same 
idea, produced by the company it- 
self in bygone years. 

An example: A lawsuit against 
Mid-Carolina Electric Cooperative 
and the National Rural Electric Co- 
operative Assn. by Reddy Kilowatt. 
MCEC and NRECA won, with proof 
showing that animated characters 
had been in common and wide- 
spread use as trademarks and in 
advertising, promotion and public 
relations for all kinds of products 
and services prior to Reddy Kilo- 
watt — Planters’ Mr. Peanut, Kilo- 
Watts, Miss Cubic Watt, Willing 
Water. 


>» Advertising agencies lean heavily 
on Culver Service and Brown Bros. 
for old photos. David J. Culver 
prides himself on being a repository 
of the vanishing past since 1926 for 
the publishing business and the 
graphic and commercial arts. 

“Memorabilia too numerous to 
list but invaluable to persons” is 
the stock in trade of Culver and 
Brown. In many cases of old art 
use from material supplied by Bett- 
mann, Warshaw, Culver & Brown, 
you may notice a credit line. Since 
the sources are comparatively un- 
familiar to many art buyers, the 
services often settle for a somewhat 
lower charge in return for a credit 
line. 

Whether it is an illustration from 
Harper’s Weekly or a Mathew 
Brady photograph, it can be found 
in somebody’s collection, some- 
where. All you have to do is to look 
in enough places. 


> If agencies want antique type to 
go along with old art, they may find 
it in almost any printing shop. But 
more likely they'll go to Frederic 
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JOSARENT 
LITTLE 


LETTERS 
electronically die cut @ '%”" thick birch plywood 


31 ALPHABETS ‘4* to 4" HIGH 


less costly than hand lettering 


for TTT 
> 
Ba: 


ENTERPRISE 
CHICAGO 10, ttt. 


send for 
catalog 
and samples 


217 W. ILLINOIS ST., 





CAN'T TIP 
CAN'T STICK 
CAN'T DRIP 


SEALS TIGHT 
BY FINGER 
PRESSURE 


HABERULE 


ber Cement 


The world's most modern dispenser. Handy grip- 
top. Large bristle brush always reaches ribber 
cement—no adjustments necessary. At your artist 


supply store or direct. Only $2.95 
THE HABERULE CO. 
BOX AR-245 « WILTON, CONN. 
CAMERAS — ART AIDS $485 & UP 


PRINTING 
$ SAVERS 


SILK SCREEN 
Decleor Inquiries lavited 


‘ LACEY-LUCI PRODUCTS CO 
31 Central Avenue 
Newark 2, N. J. 


WRITE FOR CATALOG AR 


THE SANDER WOOD ENGRAVING CO., INC. / 542 S. DEARBORN ST. / CHICAGO 5 


You Don't Have To Be An Artist To Use A, 


ae TV td yy 
% AL: INSTRUMENT 
Write Dep't. AR-8 for FREE TRIAL 


—— 
VARIGRAPH CO., Inc., Madison 1, Wis. 


“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 


copy. Write to— 
Dept. AR-7 
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want bi: agency quality CLIP ART? 


You can have 4000 proofs now—and 
1000 new ones yearly. Pay only for 


Advesrs. Handbook #9 now ready-- 
send for License Form and samples. 
STIVERS STUDIO 

OOX 2664 + SAN FRANCISCO 19, CALIF. 
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Sources of Antique Art 


Bettmann Archive, 215 E. 57th St., New 
York 22 
Brown Bros., 
York 

Culver Service, 660 First Av., New York 
16 

Dover Publications Inc., 920 Broadway, 
New York 

Hornung, Clarence P., 220 E. 46th St., 
New York 

Library of Congress, Washington 25 


220 W. 42nd St., New 


T. J. Lyons Press, 4 Brighton Av., Bos- 
ton 
Mercury Archives Inc., 223 W. 


2d St., 
Los Angeles 12 

New York Public Library, Sth Av. & 
42nd St., New York 

Frederick Nelson Phillips Inc., 305 East 
45th St., New York 

Visual Discoveries Inc., 4 W. 
New York 

Warshaw Collection of Business Amer- 
icana, 752 West End Av., New York 


40th St., 





Nelson Phillips Inc. (see March ‘54 
AR, “How to Use Horse & Buggy 
Typefaces”) or T. J. Lyons Press. 

Between them they have irre- 
placeable old typefaces. With Mr. 
Phillips it’s a sideline accommoda- 
tion for 10% of his business, but 
with Mr. Lyons it represents 50% 
of his total work. Old types are 
available for repro proofs and in 
some cases for short run printing. 
They buy up old type fonts as they 
hear about them. 

You'll even find old type fonts in 
a typophile’s home. Willard Morgan 
of Morgan & Morgan, publishers, 
New York, turns out some work 


Minute-Mount Kit 
Frames in Seconds 


Mounting and framing pictures is 
a “do-it-yourselfer’s” assignment 
with a new Minute-Mount process, 
described and illustrated in a folder 
from Instruphoto Corp., N. Y. Pic- 
tures, diplomas, licenses and the 
like—in sizes from 5x7” to 28x36”— 
can be ready for hanging in less 
than a minute, the company states. 

Minute-Mount is a _ dustproof, 
waterproof, unbreakable unit that 
combines a hardboard, nonwarpable 
back with a reversible mat and 
transparent plastic front. All three 
are held together tightly by four 
flexible Tenite strips of molding. 

A picture is mounted and framed 
simply by snapping off one molding 
and slipping off the other three. A 
unit is reassembled rapidly merely 
by reversing the procedure. 

Framed objects can be kept per- 
manently in this unit or changed 
quickly if desired. All sizes are 





for agencies from the basement of 
his home in Scarsdale, N. Y. His 
collection includes a large Washing- 
ton Hand Press. 


> Only recently a 9x1434” throw- 
away from the New England Mutu- 
al Life Insurance Co. came into the 
AR office. Publicizing a new film, 
“New England Portrait,” the throw- 
away, on antique stock, was printed 
in completely authentic old-fash- 
ioned type, including the 6-pt. body 
copy, by Lyons Press. For accuracy, 
Lyons oftentimes insists on han- 
dling the printing itself, as in this 
case. 


> Are you still looking for old art 
and type sources? How about the 
government services, the Navy 
files, the telephone companies, the 
American Museum of Photography 
in Philadelphia, the Old Print Shop 
in New York, the wire news serv- 
ices, the Metropolitan Museum of 
Art’s collection of prints, bookstores 
such as Schatzki’s and Museum 
Books in New York, the French 
Galleries for props, the Type House 


Inc., both New York, Clarence 
Hornung’s two volumes, Early 
American Advertising Art (picto- 


rial and typographic) from Dover 
Publishing Co., New York, the Li- 
brary of Congress, the Smithsonian 
Institution, Columbia University’s 
ATF collection, the Newberry Li- 
brary, Chicago. 

You can easily build a list of your 
own, of those sources whose ar- 
chives have the material of greatest 
interest to you. 44 





available in a choice of clear or 
black moldings. Mats are white on 
one side, gray on the other. 

A wide range of uses is described 
in the folder. 


- « for more details circle 213, page 97 


Acetate Sheets 
Come in Day-Glo 


Day-Glo colors in acetate sheet 
form are one of the latest applica- 
tions of fluorescent colors to art 
supplies. The Cello-Tak Lettering 
Co., New York., recently released 
a folder showing the six shades 
available: Signal green, Saturn yel- 
low, Arc yellow, Blaze orange, Fire 
orange and Neon red. 

They are bonded to micro-thin 
acetate with a _ pressure-sensitive 
adhesive backing. Sheets come in 
sizes 10x13” and 13x20’. They can 
be used directly over pencil sketch- 
es, photos, maps, charts, etc. 

The user simply cuts out the de- 
sired shape with a razor blade, peels 








Ideas 





. . . for Exhibits, Promotion, Point- 
of-Sale, Conventions, Display, and 
Decoration. 






Giant Prints of photos, line copy, 
reprint material, and art are easy 
to use ''spectaculars’’. 
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These new 4 x 10 inch ad cards will give you more effective 
mailers for less money. Use as self-mailer or trim slightly to 


fit your No. 10 envelopes. You imprint your message by 
letterpress, offset, multigraph or mimeograph. Choose from 40 


different designs—announcers, town criers, moving, change 
color combinations. This ad is a miniature of Longie card 


of phone number, vacation closing, etc.—in five different two- 
No. L-170. Write for your free samples and prices today. 
Harry Volk Jr. Art Studio, Pleasantville 37, New Jersey 


Get FREE SAMPLES of “LONGIES” 
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KING-SIZE 
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See how you can use Giant 
Prints and Translites to get 
more mileage on your art, 
trim the budget, ied toneeamn 
ad effectiveness. 






















New Photo Price List 


Simplifies planning and ordering and 










offers new quantity discounts. 


Studios 
123 N. Wacker Dr. 
| Chicago 6, Illinois 
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GLOSSY PHOTOS 


IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


1210 N. Ciark Street * Chicago 10, Illinois 
Dept. J-7 * Telephone: MI chigan 2-5651 


DIRECT ON YOUR BOARD. 


EARNS MONEY FOR YOU ON EVERY JOB 


Art O-Graph 


Art production costs 
drop, earnings go up, 
with an Art-O-Graph, 
Render _ illustrations; 
visualize layouts; 
“drop in” keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


WoT MER LL ol old 
VETS oh 
1 “‘dead”’ space 


DIVISION OF 


ArtO-Graph 
NGEL, 
728 Wash. Ave. ,/S.E., Minneapolis 14, Minn 
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it from the backing sheet and places 
it in position on his layout or art- 
work. He then makes it stick by 
rubbing with the finger nail or 
burnisher. Sheets adhere to almost 
any surface, around any shape, Cel- 
lo-Tak reports. 

The company suggests Day-Glo 
sheets wherever extra brilliance is 
an asset—for visual presentations, 
comprehensives, package designs 
and similar uses. 


. for more details circle 226, page 97 


New Reporting Service 
Headquarters in Detroit 


With representative writers and 
photographers in key spots through- 
out the country, Case Histories Un- 
limited, with headquarters in De- 
troit, is offering a complete service 
to advertisers and agencies. in 
writing, illustrating and clearing 
for publication articles and case his- 
tories. 

Based on a flat fee service charge, 
the organization outlines in a de- 
scriptive brochure six steps in its 
operation. 


. for more details circle 227, page 97 


Plan-A-Cal Solves 
Dating Problems 


Is Sept. 7, 1964 a legal holiday? 
We don’t know the answer, but a 
20-year calendar published by L. D. 
Blehart Co., Mt. Vernon, N.Y., pur- 
portedly does—to this and a lot 
more tricky questions on dates from 
Jan. 1957 to Dec. 1976. Plan-A-Cal 
is an oversize (11142x1514”) refer- 
ence calendar printed in blue and 
green on medium-heavy cardboard. 

A fact sheet gives details on this 
unusual chart. With Plan-A-Cal it 
is possible not only to tell future 
and past dates but also time be- 
tween dates for a 20-year period. 

The calendar is suggested for use 
in programming, promotions, pur- 
chasing, etc. It is priced at $3; lower 
for quantity orders. 
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Ready-Made Frisket 
Speeds Retouching 


A sample of a ready-made frisket 
is offered artists, retouchers and 
other users by SS Artist Materials 
Co., Chicago. SS Eveready Frisket 
is adhered to its own backing, 
which makes it convenient for cut- 
ting and storing. The surface is 
covered for longer shelf life. 

The frisket will not absorb mois- 
ture and stays tacky indefinitely, 
the company reports. It comes in a 
12x16” size; to cover larger areas 
several sheets may be joined. Single 
sheets are 35c; six sheets cost $2. 
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Photo was retouched and 

cutaway portion was done 

entirely by a PAASCHE V 
AIRBRUSH from an_ original 
engineering line drawing. 
PAASCHE Airbrushes save time 

and increase profits when used for 
layout and finished art rendering 
as well as for highly profitable photo 
retouching. Write for complete informa- 
tion on PAASCHE Airbrushes TODAY! 


PRASCHE s\n8RUsH CO. 


Division of Cline Electric Mfg. 


1909 W. Diversey Pkwy ° Chicago ts 





Brandt Scaleograph , 
cuts cropping time 90% 
—fills long felt need 


The newly invented Brandt Scale- 
ograph is a precision instrument that 
crops and scales photos, art, etc. in 
seconds. Once set to a proportion it 
will enlarge or reduce automatically 
without computation. Scaled in picas 
and inches. Its practicability and 
simplicity have won hundreds of users 
from coast to coast. Some of the 
biggest names in industry, graphic 
arts, and advertising have placed 
multiple orders and praise its efficien- 
cy. Made of vinyl plastic, stainless 
steel, and aluminum. With minimum 
care will last a lifetime. If your dealer 
cannot supply you, order direct. Im- 
mediate delivery parcel post prepaid. 
Send check or company purchase 
order. Price $12.60. Money back if 
not delighted. 


THE BRANDT CORP. 
P. O. Box 465, NEW ORLEANS 





Promoting 
Newspaper 
Promotion 


hn 


: me <c).. 7 # 
iNew GE FILTER-FLO WASHING 


MATCHING G-£ DRYER-COND! 


GENERAL ELECTRIC amd THE EXAMINER sre teaming up to carry the 


message of G.E. Filter—Fle Washer to your customers. BIG ADS 


like the one Wednesday, reach over 4000000 READERS . 
° < 


Imaginative Mailing . . . Sparked off with ideas and sugges- 


tions, newspapers came up with intriguing mailers to dealers. 


Here’s how General Electric Appliance Co., Los Angeles, got 


newspapers active in retail promotion, using direct mail and a 


clever adaptation of advertising specialties to spice up its mail. 


By Phil Seitz 


In these days of intense competi- 
tion for dealer support, it takes 
complete coordination of all ele- 
ments of a promotion program to 
get it. 

Through no fault of their own, 
media are often a weak link in the 
effort for the desired support. Too 
frequently the manufacturer or his 
agency ask media for “merchandis- 
ing cooperation” without specific 
ideas or suggestions as to what 
would be effective. 

Newspapers, for example, are 
asked to “get out a letter to deal- 
ers.” With nothing to go on, the 
letters are usually routine notifica- 
tion of the schedule carried by the 
manufacturer and get little or no 
attention, and arouse even less en- 
thusiasm among dealers. 


> It is possible to get attention and 
arouse interest of dealers in promo- 


tions through media letters, in the 
experience of the Southern Califor- 
nia branch, General Electric Appli- 
ance Co., and its agency, Strom- 
berger, LaVene, McKenzie, Los 
Angeles. 

General Electric carries regular 
schedules in 15 newspapers, in the 
area bounded by Santa Barbara to 
San Diego along the coast, and in- 
land to the Riverside-Sam Bernar- 
ino axis. The average schedule 
calls for four ads a month; size of 
ads averages 840 lines. This sched- 
ule covers freezers, refrigerators, 
home laundries, ranges, air condi- 
tioners, and tv sets. 

When Stromberger, LaVene, Mc- 
Kenzie took on the account a tenta- 
tive check among 20 G.E. dealers 
revealed that not one could recall 
having received the routine “mer- 
chandising” letters sent by news- 
papers. 
> This convinced 


Catherine Nes- 


burn of the agency and Ben Kroll, 
General Electric ad manager, that 
it would be necessary to lift such 
letters out of the prosaic pattern, 
and invest them with timeliness and 
originality. 

The first try at this approach was 
before Valentine’s Day, 1956, when 
the agency sent each newspaper a 
valentine and asked each to create 
its own valentine to be used in 
notifying dealers of the schedule 
they were carrying for the current 
promotion. 

The results varied from conven- 
tional valentines to specially printed 
mailers, including one original car- 
toon strip. For succeeding mailings, 
the agency furnished each news- 
paper a gimmick and a suggested 
theme. 


> Some examples: the theme, 
“Profits Not Peanuts,’ accompanied 
by a circus-type peanut bag (one 
newspaper went so far as to fill the 
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Vou Cannot Put the Same 


Shoe On Every Foot 


— PUBLILIUS SYRUS 


Recommending the proper type of service for 
each account is an every day affair with us. 
Whether it be Multigraphing or Mimeograph- 
ing, Addressograph or Speedaumat, First or 
Third Class Mail, etc. etc. we're the guys who 
know. Say! We'd be awful squares, if, after 
thirty five years, we didn’t know the right an- 
swers, nest pa? (that’s French for, ‘ain’t it so’). 


Fast and Resourceful Service—Since 1919 
— Reasonable, tool 
Multigraphing * Mimecgrephing 


Addressing © Malling © Piete Cutting © Mechanical Addressing 
Printing © Redie A TV orders processed © Complete Mell Compoigns 


this salesman- 


yours for 
less than 


Crocker full color 

Mirro-Krome Post Cards, 

reproduced from exclusive 

Mirro-Screen plates, give the 

extra impact of full color 

to your merchandising 

and direct mail compalané. 
Be sure and 


send for our new 


reduced price list. Dept. AR-7 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N.Clark 
Los Angeles, 2030 £E.7th NewYork, 23 E. 26th St. 
Baltimore, 1600 S. Clinton 
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bag with peanuts in its mailing); as 
St. Patrick’s Day approached, sev- 
eral newspapers sent cards printed 
with green ink, with one saying “It’s 
no blarney. Your customers won't 
find this lint in clothes washed in 
the new G.E. Filter-Flo washer 
. . .” Attached to the card was a 
small wad of well washed lint which 
was procured from a commercial 
laundry. 

To keep the series going the 
agency has purchased a line of in- 
expensive gimmicks in gross lots 
and invited the newspapers’ mer- 
chandising representatives to take 
their pick. When newspapers cover 
the same area, as in the case of the 
four metropolitan Los Angeles 
papers, each gets a different gim- 
mick. 

Some of the successful mailing 
pieces were the following: 


© A Lollypop (Sweet profits for 
VOU... +}. 


e A little box of marbles (Knuckle 
down and shoot for profits . . .). 


e A small toy top with string (Top 
your sales...). 


e A small skeleton (Get in the 
spat... .). 


Checking dealer reaction, a sec- 
ond check was made among another 
20 General Electric dealers. Seven- 
teen were reached, and this time, 15 
of them were aware of the news- 
paper mailings and talked about 
them. 


> The newspapers like the idea, too. 
Representatives frequently compete 
for specific items in the display of 
gimmicks made for them in the 
agency’s office. Mrs. Nesburn says 
that, given a theme and a gimmick, 
the newspapers have been extreme- 
ly cooperative and enthusiastic, and 
seem to enjoy coming up with ideas 
of their own. 

Instead of limiting their mailings 
to 150-250 dealers as in the past, 
most newspapers are now mailing 
to the complete list of some 500 
General Electric dealers. The reac- 
tion seems to be that since the idea 
and gimmick make the letter good, 
the mailings are good for the papers 
too. 


> The newspaper merchandising sup- 
port is of course but one part of an 
intensive dealer program carried on 
by General Electric. When a pro- 
motion or contest is launched, it is 
announced to dealers via folder or 
brochure containing complete de- 
tails. This usually includes the ad- 
vertising schedule, samples _ of 
point-of-sale material, descriptions 
of giveaways which can be pur- 


chased to tie in with the over-all 
theme, and a cooperative (50-50) 
advertising form. 

Supplementary bulletins and 
mailings follow the announcement, 
as company salesmen get out to 
sell dealers on tying in with the 
promotion. The newspaper mailings 
usually just precede the actual ad- 
vertising. Salesmen must do the 
actual selling job to obtain dealer 
participation, but newspaper mail- 
ings are assigned the job of keep- 
ing interest high and sustained. 


> Keeping interest sustained is a 
continuing job because General 
Electric has either a contest or pro- 
motion, or both, going on _ all 
through the year. Promotions also 
overlap. Contests, which offer phys- 
ical inducements (i.e., a trip to Las 
Vegas), last about three months, 
with three usually being held each 
year. Promotions are of shorter 
duration, and there are from 10 to 
12 every year. 

From the standpoint of General 
Electric, the gimmick approach to 
newspaper mailings seeking dealer 
support of promotions has made a 
visible contribution to the over-all 
dealer program. 

It is felt dealers now have a high 
degree of awareness of individual 
promotions despite the fact they 
overlap or come close on the heels 
of each other. This knowledge is 
based on the increasing extent of 
dealer cooperation, and the move- 
ment of merchandise to dealers as 
related to promotion of specific 
products. 44 


Broadway ‘Angel’ List 
Receives Talking Mail 


With the fairly recent introduc- 
tion of paperback records, the au- 
dio-visual and direct mail fields 
have teamed-up to form a talking 
direct mail program that excited 
even blase Shubert Alley. 

The new mailers were produced 
by Bing Crosby Phonocards for 
P.I.P. Productions to enlist the 
financial support of Broadway play 
investors in a new play. 

The selling talkers featured a 
scene from Put Them All Together, 
a new play co-authored by Theo- 
dore Hirsch and Jeanette Patton. 
According to Mr. Hirsch, who is a 
mailing-list business executive, 
more than 5,000 of the Phonocards 
were mailed to key investors of 
Broadway plays. While the results 
are not as yet complete, Mr. Hirsch 
reports not only a fair sampling of 
checks, but one response, of a $900 
check sent back through the mails, 
may have set a kind of record for 





direct mail solicitation. 
The records were accompanied by 


an investment-information form ac- 2O 
ied b detachabl d ways 
— y a detachable order te get MORE SALES, 


Future plans for Phonocards in- 


clude a company, set up by Mr. MORE CONTROL, MORE SAVINGS 


Hirsch, that will write, cast and 
handle production details of similar thw MECHANIZED MAIL PROCESSING 
theatrical records, and the possibili- ; 

ty of using them as theatrical sou- 
venirs, to be sold in theater lob- 
bies. 44 


Publication Listings 
Revised by Luce 


Revised for up-to-date usage, the 
latest Trade and Consumer Publi- 
cations List released by Luce Press 
Clipping Bureau, New York, con- 
tains the names of 3,500 specialized 
magazines. 

Revisions include a total of 248 : 
new periodicals and the deletion of | mE LLL 


106 that are no longer being pub- | i a S a H I G 
lished. | 

The list groups the 3,500 publica- 
tions into 79 categories with an in- | & MAILING 


dex and cross-index system for | Now every business — 


easy reference. vi f. ¢ s fl e small or large, selling products 


Te or services — can profit from 
. « for more details circle 202, page 97 business-builder for 30 years mechanized mail processing 
with the new 1957 Phillipsburg 


. Inserting and Mailing Machine. 
= a This mechanical marvel gathers 
all the enclosures, stuffs them in envelopes, 





© GATHERS seals and prints postage —all set for mailing. 
we * OPENS FLAPS MORE SALES! 
| e - 
om aa 1 Capture new markets—ahead of competition 
2 Build sales thru sustained promotions by mail 
¢ SEALS 3 Cash in on special situations at the outset 
* PRINTS INDICIA 4 Keep jobbers, retailers, salesmen up to date 
° STACKS 5 Follow up advertising with direct mail 
© COUNTS 6 Exploit special markets 
7 Take fast advantage of price situations 
8 Run contests, premium programs any time 


MORE CONTROL! 


9 Control quality, inventory of printed matter 
THIS BOOK, Wider 10 Inspect mailings at any time 
Horizons with Mech- 11 Run any number of enclosures up to 8 
anized Mailing, 12 Keep lists accurate; up to date 
shows you how fo 13 Get full postage value on every mailing 
get more sales, more 14 Time mailings for best delivery schedule 
control, more savings 


il et MORE SAVINGS! 


Columbia Greets Dealers |= coupon ee. (5 ‘Get addline oviput'- 


With Brand New ‘You’ for your 4,500 to 6,000 pieces per hour 


copy! me 16 Eliminate expensive hand labor 
In order to maintain personal | 17 Cut costly supervisory time 


contact with its 6,500 dealers, Co- prereset oto gan 

lumbia Records has turned to pub- 20 Save on floor space 

lishing with a brand new dealer 

paper entitled YOU. ans 
Designed to become a medium of (C0 Prepare Proposal and Cost Analysis 

exchange between Columbia Rec- (C0 Send “Wider Horizons with Mechanized Mailing” 

ords and the dealers, the publica- 


tion will feature dealer stories and Name 


new developments that might be INSERTING sen 


helpful to “the man in the field.” 


The first issue, on March 15, was & MAILING Street 
a 14-page color cover publication WN ll 
with a full-color insert suitable for ey pstaigiaaete:< baad 
store display. It will be published 
every six weeks. 44 


Zone___ State 








4 n one sense, envelope design is a lot like window 
dressing: Both are intended to make your customer 
stop and take notice: Attract attention! 


In another sense, envelopes are unlike window 
dressing, because window dressing is an added expense, 
but Cupples-Hesse envelopes cost no more than 
ordinary envelopes. And they do a better job. 

Write us for samples and you'll see why! 


Cupples-Hesse manufactures a complete line of 
stock and custom-designed envelopes for direct mail 
and every business purpose. All sizes, styles, and 
colors. Don’t delay—contact us today! 


QUALI, 
o 


CUPPLES-HESSE CORPORATION 
4110 N. Kingshighway, St. Louis 15, Missouri—EVergreen 3-3700 


CUPPLES-HESSE CORP. of Michigan 
3635 Michigan Ave., Detroit 16, Michigan—TAshmoo 6-7360 


CUPPLES-HESSE CORP. of lowa 
1485 Keo Way, Des Moines 14, lowa—ATlantic 8-5737 
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Gaw-O’Hara Envelopes 
Offer Window Ads 


Are you getting the most out of 
your envelopes? According to Gaw- 
O‘Hara Envelope Co., Chicago, “an 
empty window never sold a penny’s 
worth of merchandise,” and the 
window in your envelope can serve 
as a traveling ad by printing a mes- 
sage on the inside back-wall of the 
envelope to flash into view when 
the contents are removed. 

Three stock “spotlight message” 
designs are offered by the company 
for use with No. 634 standard win- 
dow envelopes and special designs 
are available. 

In addition to printing the spot- 
light designs, the company also puts 
the customer’s return address, plus 
trademark, slogan or special mes- 
sage on the flap. 

A brochure offering samples of 
the window ads and a reprint from 
the recent “Research Report” of the 
DMAA concerning the effective use 
of envelopes is available. 
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Christmas in May 
Kicks Off Holiday 


A Chicago printer was very curi- 
ous this Spring, when he received 
an order from the sales promotion 
department of the Ronson Corp., 
manufacturer of cigaret lighters, for 
Christmas cards to be printed in 
time to be delivered to a Pocono 
mountain resort in the middle of 
May. 

The card was designed to be sent 
out by Ronson sales representatives, 
from the company’s mid-year sales 
meeting. After seeing the new line 
and the advertising planned to 
back it up, the salesmen sent out 
this card to his customers, person- 
ally addressed and signed. This 
tied in with the Ronson sales 
theme — Christmas is just around 
the corner! 44 


The Tiond for hid Adakon id . “4 


Out-of-season Greeting. . . Sent from 
the Ronson Corp.’s May sales meeting, 
this carried the signature of the sales 
representative, and was the first teaser 
on the company’s gift program. 





ow Premiums Bui 
Gasoline Sales 


California’s General Petroleum has worked 


out 


careful criteria for the selection and promotion 


of premiums to attract gasoline buyers. 


As a company, General Petro- 
leum, Los Angeles, is not in the pre- 
mium business. But out of its south- 
west division alone, premiums are 
made available on a _ continuous 
program to 1,800 dealers. They are 
considered an essential aid in at- 
tracting new customers to these sta- 
tions, and in helping the dealers 
hold these customers. 

As sales promotion manager for 
the southwest division, R. M. Mc- 
Entyre, says, premiums are a very 
important element in every dealer’s 
promotion. 

He says that General Petroleum’s 
advertising of the quality of Mobil 
Gas and Mobil Gas Special is out- 
standing and “any one who has ever 
used these gasolines knows it is the 
best performing product. 

“Unfortunately,” he observes, 
“gasoline is a product that is very 
much on the technical side.” It is 
difficult to convey the quality of a 
gasoline in an ad in a manner that 
will cause people to come in and 
actually try it. 

As he views it, gas is very similar 
to electricity. When you come into a 
room and turn the switch, you ex- 
pect the light to go on. You don’t 
care whose generator the electricity 
came from. 

The public is that way about gas- 
oline in their automobiles. It is up 
to sales promotion to get the public 
to see that Mobil Gas performs bet- 
ter than other gasolines. An actual 
trial is the only way to prove it. 


> General Peteroleum also places 
great stress upon its retail merchan- 


dising department. The job of this 
department is to improve the tech- 
niques and services of dealers. This 
is a continuing job well done, says 
Mr. McEntyre. 

But, he says, no matter how well 
the General Petroleum story is told, 
only about one motorist in ten will 
be motivated by advertising and re- 
tail merchandising to come in and 
try General Petroleum products. 

The objective becomes that of 
getting more than one person in ten 
to come into the stations. To do this, 
sales promotions are staged at the 
division level to tie advertising and 
merchandising together. It is felt 
that sales promotion works at the 
very last 50 feet of the sales — the 
space between the gasoline nozzle 
and the prospect’s tank out in the 
street. 


> For General Petroleum, premiums 
are the major factor in accomplish- 
ing this objective. Premiums are 
used for six basic dealer activities: 
@ Grand openings of stations. 


e Anniversary celebrations by 
dealers. 


@ Shot-in-the-arm promotions. 

e Continuity programs which keep 
people coming back again and 
again. 

® Dealer incentives. 

e Customer incentives. 


The elements desired in each pre- 
mium are simple and very clearly 


defined. 


1. The premium must have a pack- 
age with eye appeal. 


2. It must be easily publicized, i.e., 
have a name favorably known to 
the public. 


3. It should be something that can 
be told instantly, i. e., be of such a 
nature it can be identified quickly 
to the public via a poster at the sta- 
tion. 


4. It has to be simple enough that 
the public riding by instantly rec- 
ognizes it. 


Mr. McEntyre observes it is diffi- 
cult to publicize a complicated item, 
and that for this reason most gad- 
gets are not suitable for premiums. 


> While it is not a must, a premium 
that is backed by advertising is par- 
ticularly desirable. An example of 
this is Libby safe-edged glasses, 
which are frequently used as pre- 
miums. Other desirable qualities: 
the premium should represent an 
oustanding value even if it is given 
away; it must have an easily rec- 
ognized use, which again chops off 
gadgets. 

Women do not buy most of the 
gas, says Mr. McEntyre, but the 
feeling at General Petroleum is that 
a premium should have a household 
use. Children are not ruled out of 
the picture, but are not considered 
important. It is felt they constitute 
a hazard in the station. For this 
reason there is little effort to attract 
them. 

Premiums are chosen to attract 
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< here’s a 
better way 
to be 


remembered | 


Everyone will remember your 
name, firm, or product when you 
leave imprinted Listo Marking Pen- 
cils. Here’s why... Listo is handy. 
It makes a clear, bold mark on any 
surface! That’s something everybody 
appreciates. And each imprinted 
Listo you give costs less than 25¢. 


REFILLS in 
black, red, 
blue, yellow, 
green, and 
white 





Ask your advertising specialty 
es jobber for quantity prices 
__ LISTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 
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women because of the belief they 
are most easily attracted on im- 
pulse, and because they do like to 
get things “free,” or at a bargain 
price. 


> The physical set-up of gasoline 
stations affects the choice of pre- 
miums. The typical station covers 
a lot of ground but the building it- 
self is relatively small. Premiums 
cannot be left in the open, must be 
kept under lock and key, and there- 
fore must be small. 

Over-all, a consideration is that 
the premium should be a favorable 
reminder of the transaction in- 
volved. If the premium carries the 
General Petroleum trade-mark that 
is deemed all to the good. This is 
not considered an essential. 


> The productive capacity of a pre- 
mium source is closely checked. 
When a promotion starts it is diffi- 
cult to know how well it will go. 
Thus the requirement is that the 
premium must be something avail- 
able in small quantities if it doesn’t 
go, and in large quantities if it does. 
If a premium does go, 1,800 stations 
can use an awful lot of them, Mr. 
McEntyre observes. 

Price is not considered in terms 
of a penny or two, only in terms of 
how it fits into the price a dealer 
can pay. There are definite limita- 
tions on price, according to the type 
of promotion. 


© Grand Openings . . . Close to 400 
General Petroleum stations have 
opened in the past two or three 
years. Getting a station off to a good 
start is important not only to the 
dealer, but to General Petroleum, 
which has a sizeable investment in 
the station. The objective is to at- 
tract volume business at the outset 
and do a good job of hanging on to 
it. It is necessary to get volume 
quickly because the dealer pays 
rent from the moment he opens. 


San ‘nm Pepper 


Your choice with 5O gations 
Mobiigas or Mobiiges Special 


Up until a few years ago, it was 
possible to bring in a sizeable num- 
ber of people to a grand opening by 
offering a bottle of hand lotion of 
high quality. The tie-up with the 
station is in the use of the lotion in 
the ladies’ restrooms in General 
Petroleum stations. 

As the pulling power of the lotion 
dropped off, it was necessary to get 
something new. On grand openings, 
General Petroleum splits expenses 
50-50 with a limitation of about 40c 
total for a premium. This is based 
on a basic required purchase of 
eight gallons of gas from the dealer. 


» Seeking a new premium, the com- 
pany learned by observation that 
stations giving away glassware were 
doing well. Checking sources, it 
found the only premium available 
was a set of six at a delivered cost 
of approximately 45c. The carton 
package was not considered very 
attractive. 

This led to the development of 
General Petroleum’s own package. 
The package was so designed that it 
looked as though the glassware had 
been purchased by the dealer, rath- 
er than something General Petrol- 
eum has made. “It looked,” says Mr. 
McEntyre, “more valuable than it is 
in actual money.” 

The name “Friendly Farm” was 
adopted, and spread all over the 
package. This theme had several 
advantages. It was one with which 
not many could quarrel, it would 
offend almost nobody, and this was 
important, for General Petroleum 
sells its products to people of many 
types. It was felt to be appealing to 
children, who frequently set and 
clear the table. Finally, it made the 
use of the company trademark, 
worked in as part of the weather- 
vane, natural and unobtrusive. 

The package, with four general 
purpose (definitely not highball) 
glasses, could be put together for 


Friendly Farm Folder 
. . . Colorful mailer 
features premium il- 
lustrations and five- 
gallon squares to be 
punched out by dealer 
at time of purchase. 





35c. The success of this premium is 
apparent from the simple fact that 
nearly 5 million have been distrib- 
uted to customers, and it is still 
being used. 


> When it seems that an area is sat- 
urated with this particular premi- 
um, others are used. One is a flash- 
light, the other is a Paper-Mate pen. 
Mr. McEntyre says that with all the 
ball pens on the market and in use 
it is surprising but people are at- 
tracted by this pen. He feels the 
only explanation is the Paper-Mate 
name. 

These three items, glassware, 
flashlights, and pens comprise the 
items used for grand openings. The 
over-all price limitation is 40c with 
the requirement that the premium 
look like a $1 value at least. 


@ Anniversary celebrations 

These can be held for any reason 
They are in the category of grand 
openings in that dealers go all out 


and the premium may cost as much 
as 40c. 


© Shot In the Arm Promotions .. . 
These can be held frequently and 
therefore the price limitation for the 
dealer is 12c, and the premium is 
usually given away with the pur- 
chase of eight gallons of gas. For 
this size sale, the dealer cannot 
afford to spend more. However, it 
is usually true that a premium at a 
lower cost doesn’t look like enough 
to pull people in. 

This type of promotion is de- 
signed to attract a volume of new 
business. If some continuity can be 
obtained, there is a high retention 
of customers who come in for the 
introductory offer, Mr. McEntyre 
says. 

They are usually held over week- 
ends and advertised by special signs 
loaned by General Petroleum. Signs 
are 8x12’. A typical offer is a free 
flashlight. This offer does not in- 
clude batteries as in grand openings 
and anniversaries. The flashlight 
does cost more than 12c, but the 
profit on increased sales of batteries 
for it helps make up for the extra 
cost. 

Another strong pulling premium 
is a cardboard setup for a miniature 
Mobilgas station. The board is die- 
cut so pieces can be punched out 
before assembly. 

To provide continuity to the shot- 
in-the-arm promotions, self-liquida- 
ting premiums are frequently used. 
A good puller is a small doll offered 
for 39c with eight gallons of gas. 
This has the advantage that there 
are some 12 different styles in which 
the doll is dressed, encouraging the 
making of a collection. 

A racer toy of all metal, with a 


Eagle Imprinted Bal- 
loons are economical 
salesmen — good will 
builders. 
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Consult us on your 
promotional problems. 
We offer Prompt Ser- 


vice, Fast Delivery, High « 


Quality. 








Wea 
get envelopes -- 
CMA) 
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TRADEMARK 


ma eee) 


NOW, for the first time through combined 
runs, full color process illustrations on 
your mailing envelope at these low 
prices... 


25 M 50 M 


$14-85 $] 1-35 


per M per M 


100 M 


$9.85 


per M 


No. 10, Sub. 24 white wove, F.O.B. Wash., D.C. 


Write for full details and FREE SAMPLES . . . 
ae SE ee se a ee 


COLORTONE PRESS Dept. AR6 
| 2412-24 17th St., N.W., Washington 9, D. C. 


© Please send details and FREE SAMPLES of full-color | 
‘ Picto-Chrome SELL-VELOPES to | 


NAME 

FIRM i 
ADDRESS 
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Are you a 
Production Manager 
with a beef? 


@ Have they just 


wN 
é 0 ~. dumped another 
ZL ~ “impossible” pre- 
sentation job on 
’ your desk? 

(Are youremind- 

ed that production managers 
are rewarded in heaven... sel- 
dom on earth?) 
Chances are we can bring a 
little bliss into your life . . . by 
coming up with a fast, budget- 
minded solution to that presen- 
tation job. (Phone us anyway 
and find out now.) 


The Chartmakers, Inc. 


SPECIALISTS IN 


Visual Telling and Selling 


480 LEXINGTON AVE., NEW YORK 17 
MU 8-2760 —Just ask for “Sales” 
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YOUR COMPLETE 
BAR 


IMPRINTED ON FINE 


Use this quality pencil 
imprinted with the new 
“Spectro-Print” process for 
distribution to customers, 
at conventions, etc. 

Leave a lasting impression 
after sales calls. When you 
repeat your letterhead 

on your advertising 
pencils you create a double 
impact. Send coupon for 
free sample and details 

of this amazing process. 


ZaALAMaMaA 


CINCINNATI PENCIL CO. 
Nitro, West Virginia 


Details on letterhead pencil [] 
Details on premium pencils []) 


Name 
Company 
Address 


ee 
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ESTABLISHED SPECIALTY SALESMEN: A few 
, choice U.S. Territories available. Write for in- 
formation. 
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friction-type motor and rubber 
tires, has been very well received. 
The car carries the Mobilgas flying 
red horse insigne. These are sold at 
Christmas time for 99c. In the past 
two holiday seasons, a total of 
slightly more than 150,000 have 
been sold. Usually, 99c is too much 
for a self-liquidator, but at Christ- 
mas time the purse strings appear a 
bit looser, Mr. McEntyre reports. In 
the summer, 99 cents would prob- 
ably be too high. In general, experi- 
ence shows self-liquidators go best 
for 49c or less. 


© Continuity programs .. . These 
are considered in the category of 
stamps. They give the dealer who 
does not have stamps something to 
compete with the dealer who does. 
Going back to the glasses given at 
grand openings, General Petroleum 
recognizes there must be something 
else to follow up. People may come 
back several times for glasses, but 
eventually reach the saturation 
point. Something else must be used 
to keep them coming in. 

For these reasons, the Friendly 
Farm line was expanded to include 
ceramics in the form of matching 
salt and pepper shakers, a set of 
matching ash trays or coasters, 
which can also be used for wall 
pieces. The ash trays come in sets 
of four, each carrying a design with 
one of the four seasons. They are 
represented as a $1.50 value. Re- 
cently, a ceramic planter has been 
added to the line. Each of the four 
items is free with the purchase of 
50 gallons of gas. 


> The ceramic line is promoted via 
a four-page folder, in color, which 
may be mailed or handed to cus- 
tomers. Each of the four offers is 
pictured and described. The folder 
is kept by the customer, and 
punched by the dealer in units of 
five gallons as gasoline is purchased. 

The purchase requirement is 
based on the dealer paying a limit 
of le per gallon for premiums. This 
is considered equivalent to the cost 
of stamps. The items are sold to the 
dealer at a price which figures 
slightly less than 1c per gallon. 

Mr. McEntyre says that frequent- 
ly premium representatives come in 
with items priced as high as $2 say- 
ing that based on lc per gallon it 
could be offered free with the pur- 
chase of 200 gallons. General Pe- 
troleum’s answer is that the average 
customer uses between 50 and 65 
gallons of gas per month, which 
means it could take as much as four 
months for the customer to obtain 
the premium. Based on experience, 
it is believed this is too long a 
period. If the customer cannot ac- 


Never mind, he doesn’t give stamps. 


quire the premium in a reasonably 
short time, he loses interest. 


® Dealer incentives ... These are 
used from time to time as dealer 
loaders for specific objectives. For 
example, the Tires, Batteries and 
Accessories division of General Pe- 
troleum has some 25 dealer incen- 
tives ranging from steak knives to 
a portable tv set. This activity is 
not part of sales promotion as such. 


® Customer incentives ... This is 
designed to reach the customer di- 
rectly for some type of desired ac- 
tion. An example would be getting 
an inactive customer to activate his 
credit account. Mr. McEntyre feels 
this is a relatively undeveloped field 
and there is still much to be learned 
before it can be effective. 


> Summarizing experience with 
premiums, Mr. McEntyre feels they 
are a fundamental requirement in 
successful promotion to attract and 
hold new customers for gas stations. 
However, he cautions, it is neces- 
sary to know what is to be accom- 
plished, and have a plan for doing 
so. The right premium fits into all 
ramifications of the plan. Too often, 
in his opinion, a premium is pur- 
chased because the buyer likes it 
personally. The big trap, he asserts, 
is buying a premium on this basis, 
then building a plan around it, in- 
stead of making certain the pre- 
mium fits into your plans. 44 


Catalogs Offer Variety 
Of Promotion Items 


If you're in the market for a pro- 
motion item — be it a premium, 
ad specialty, sales incentive, or spe- 
cial award — you have a confusion 
of choices ahead before the day of 
final decision. 

The following catalogs offer not 
only a wide variety of items, but 
the additional advantage of allow- 
ing quiet inspection and selection. 


Mad ‘N Glad Showing a variety 
en << as unlimited as a 
vivid imagination, 

a catalog of happy-time, mad-hat- 
-.. continued on page 80B 





New Equipment is the first requirement for each 
step in the growth of a printing business. During 
the °30°s. when business expansion was almost 
unheard of. J. W. Clement Co. made heavy in- 
vestments in the most efficient presses available. 

When the printing market boomed in the °40’s, 
this company was already a step ahead and it 
still holds this position through continued ex- 


GROWTH is a management policy at Clement 


pansion and investments in new equipment. 
Clement hasn't grown from a local job printer 
*. Each 


step is born of a careful and long-established 


in 1878 to national leadership “like Topsy’ 


management planning policy. The result is better, 
brighter color printing and more value for the 
customers money. Your nearest Clement sales 
office will gladly show you examples. 


J. WW. CLEMENT CO. Vanvfacturers of Quality Printing 


Executive Offices & Plant: 8 LORD STREET, BUFFALO 10, N.Y. 


SALES OFFICES: Graybar Bldg., New York, Fisher Bidg., Detroit. SUBSIDIARIES: Pacific Press, Inc., Los Angeles, Phillips & Van Orden Co., San Francisco 


BUFFALO, N.Y 


201 SOUTH SOTO ST., LOS ANGELES, CAI 


BRANNAN ST., SAN FRANCISCO, CAL, 





ter toppers is available for almost 
any special promotion you can ima- 
gine from Jacobson Co., New York. 
The collection includes straw and 
felt toy hats commemorating yodel- 
ers, Davy Crockett, fire-chiefs, 
jockeys, cowboys, rebels, spaceboys, 
Robin Hood, and you name it, plus 
Cel-A-Foil party hats celebrating 
almost any occasion possible. 
Sizes range from _ button-lapel 
spring to LIFE hats, to “tiny’s” to headsize, and 
many can be personalized. 


when typeset by Warwick 


- for more details circle 203, page 97 


Ad Specialties A selection of well- 
In Metal designed, practical 

items in substantial 
metal can be found in an ad spe- 


cialty catalog from L. F. Grammes 
Your copy becomes a moving force that motivates | and Sons Inc., Allentown, Pa. 


Make your advertising message mean a little more. 
How? Place it in the hands of Warwick typographic 


artists. Here words in print truly spring to life. 


your prospects. The items range from _ jingling 
| coins up to an executive desk secre- 
For instance, have you tried Warwick Phototype? : 
tary with many a stop at metal 
membership cards, money clips, 
gages, cigaret boxes, memo pads, 
check protectors, bottle openers, 
auto emblems, and a variety of 
“The quality _ the typesetting artistry and the | plaques. 
clean-cut characters place Warwick Phototype An additional folder shows the 
company’s Metal-Craft, three-year 
calendars. 
ILLINOIS AGENCY | Most of the metal specialties are 
made of brass, but some are also 
available in stainless steel or alu- 
minum. All can be _ lithographed 
with special advertising message or 
company logo. 


Agencies, printers and advertisers from coast 
to coast continue to sing the praises of this 


time-saving, step-saving, money-saving service: 


among the finest / have ever used.’ 


Put new life into your ‘“‘sales talk’’—send your 
very next job to Warwick. 
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Buttons An assortment of 
And Tabs lithographed cellu- 
loid buttons and 

hia sl ‘ ‘is $ tags for promotional drives is illus- 
KJ W CA x s go? eS tates ina leaflet from ennem Duck 

Vw GC AS AA Metal Stamping Co., Chicago. 


fi 
y 
oC oS. While the items shown have al- 


TYPOGRAPHERS, INC. ready been used for promotions 

ranging from a “Superman muscle- 

920 Washington Avenue, St. Louis 1, Mo. building club to “Safe-Driving 

Day,” the company asserts that its 

creative departments can design any 

kind of a promotion button or tag 
that is needed. 

The literature also illustrates 2° 
number of metal specialties includ- 
ing money clips, cuff links, belt 
buckles, coins, key-tags, and award 
emblems. 
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@ Serving Clients in 40 States, Canada, Mexico and Cuba 


for all your presentation needs . . 
ARLINGTON 5S Way 
PRESENTATION EASEL 


Pep up your presentations with this modern lightweight aluminum easel. : | Bronze An illustrated bro- 
Rigid — it is supported by four legs, will not wobble. 


> Plaques chure from Inter- 
Portable — it folds down to 29” x 40” x 2” with no screws or attachments y | 


to get lost national Bronze 


Arlington's Easel is 72” high and features a chalkboard 29” x 40”... . Tablet Co., shows a _ variety of 
weighs 15 Ibs. Perfect for... y 
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award and _ testimonial plaques, 

@ Paper Pad Presentations @ Blockboard Chalktalks , n cee 7 : a a ‘ : 5 

@ Flip Chart Presentations @ Card Chart Speeches ny nameplates, and commemora- 
@ Point-of-Purchase Posters tive tablets. 


34250 Complete with auick-change pad holder } In nation - the oe shown, 

Order today — free literature available y | the brochure gives information on 

ARLINGTON ALUMINUM Co. P | obtaining free quotations, sketches, 

le iaiaieididn a  dmeeiiihens sabe anita ° | and offers details on craftmanship 
‘ . and design. 
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A Basic Guide to Contests 


Before you get involved in your next con- 
test, better go over these important points, 
which can make the difference between suc- 
cess and failure. 








sjsoyuoy 


20 Reasons why you may need a contest 






1. To stimulate salesmen’s activities. 12. To check the effectiveness of copy (by 
determining whether or not consumers 
have been influenced by a slogan or by 


arguments in advertising copy). 


2. To open new territory (frequently with 


a local contest). 






3. To obtain new dealers or distributors. .._ a 





1. To stimulate sales of less known prod- 


a : 14. To force demonstrations (only those 
ucts in a line. : 


consumers would be eligible who visit a 
dealer’s store for a demonstration). 














9. To help level out seasonal sales peaks. 


6. To increase the consumer’s unit of pur- 15. To build a prospect mailing list. 
chase. > 

16. To get a new name or slogan for a prod- 
7. To clear dealers’ shelves before intro- uct. 


ducing a new product. . ‘ ° 
2 I 17. Tocheck the “pull” of various ad media. 


8. To help introduce a new produce . : , 
I I - 18. To increase ad readership by means of 

eS 9. To focus attention on additional product a spectacular list of prizes. 
uses. ; . . 
19. To secure point-of-sale display. 


10. To sample a new or established product. j 
: P 20. To improve relations with the public or 


11. To determine new uses for a product. with employes. 














10 Steps in judging a contest 


You must state clearly in your contest rules 
on what basis the entries will be judged. Neat- 
ness, sincerity, aptness of thought, clarity and 
originality of expression are customary criteria 
to use. Failure to mention the qualities on 
which entries will be judged may be sufficient 
reason for the Post Office to consider your 
contest a lottery. Your rules should show that 
your method of judging entries is fair and uni- 
form, and that chance is not a factor in win- 
ning. Contrary to popular opinion, practically 
no contests are judged by just reaching into 
the hat and drawing out a winner. Those few, 


1. Contest entries go to post office boxes in- 
stead of advertiser’s office to avoid mixing 
contest mail with regular business mail. Dif- 
ferent box numbers enable advertiser to test 
the pulling power of various media. 


2. Mail is bagged and taken from boxes daily 
to organization doing judging. There, clerks 
open it, examine contents for proof of purchase, 
contestant identification, remove artwork and 
decorations, eliminate letters asking for gifts 
or special consideration. 





small, local contests which may be judged that 
way are a serious breach of faith and an in- 
fringement of law. And no one knows when a 
Postal Inspector, if the contest uses the mail, 
may stop in to check on judging procedure. 
The outline of typical contest procedure which 
follows will give you more insight into the 
method by which large contests are judged. 


3. Entries go to first readers. They eliminate 
entries that are illegible, illiterate, profane, 
or absurd. They also disqualify entries that 
exceed the contest word limit, are not written 
on official entry blanks, fail to mention the 
sponsor’s product or name, and for other such 
infractions of the rules. 


4. The next judging is by junior judges who 





















































Contests 


are familiar with the sponsor’s past advertis- 
ing. They eliminate entries which simply “play 
back” copy the advertiser has previously used. 
If it’s a jingle contest, they eliminate entries 
that fail to scan or rhyme. If it’s a complete- 
a-sentence contest, they eliminate entries that 
are trite, unimaginative, unoriginal, or pla- 
giaristic. 


5. Next the entries go to the senior judges 
usually professional people—to evaluate rela- 
tive merits of better entries. 


6. The executive management of the organiza- 
tion makes the final judging. The surviving 
entries, presented without name or address, 
on plain white cards, are studied by the vari- 
ous final judges, rated on various features, and 
ranked in order of their superiority. Then a 


statistical computation is usually made for 
each entry and the final winners are selected. 


7. The sponsor and the sponsor’s advertising 
agency are notified of the winners’ names. 


8. The winners are investigated before they 
are announced in order to make certain they 
actually exist, have complied with all rules, and 
had no “ghosts” do their work for them. 


8. Winners are notified, and their names and 
their entries are publicly announced. Prizes 
presented. 


10. All entries are kept for six months or a 
year following the contest for evidence in case 
of claims by non-winning contestants. Then 
they are destroyed. 


18 Check Points for Successful Contest Rules 


Specify the type of contest yours is. 


If an entry blank is to be used, tell how to get one. 


Contestants should be told to affix adequate postage to their 
entries or they will not be accepted. 


Specify what proof of purchase is to be enclosed. 


Give the address to which entries are to be mailed. 


Specify closing date. (Usually a postmark date.) 


Tell number of entries allowed per person. 

State that entries must be original and in contestant’s own name. 
Specify how the contest will be judged and who will judge it. 
State that the decision of the judges will be final. 

Specify that duplicate prizes will be awarded in case of ties. 


Specify that all entries become the property of the sponsor and 
that none can be returned. 


If there is an age limit, state it clearly. 

Specify that the contest is subject to federal, state, local, and/or 
Dominion of Canada regulations. 

Specify how and when the prize winners will be announced. 
State who is eligible and who is not eligible to enter the contest. 
List the prizes in the order they will be awarded. 


State that all entries must be in the English language. 


NOTE: It is legal to present condensed contest rules in 
advertising when space or time are limited. But you must 
tell the prospective contestant where the complete rules 
are available—on entry blanks, at dealers’, etc. 


AR wishes to thank Tension Envelope Corp. for permitting us to 
adapt this material from a special issue of Envelope Economies, pre- 
pared with the counsel of A. M. Andersen, executive vice president, 
the Reuben H. Donnelley Corp., Chicago. 





In Point-of-Purchase 


By Dick Billies 
Niagara Lithograph Co. 
New York 


The giant supermarket field, 
from which have emanated all of 
the basic changes in retail practice 
in the last three decades, is now un- 
dergoing as revolutionary an altera- 
tion in procedures as that effected 
by Clarence Saunders when he 
created the self-service principle 
some thirty years ago. 

These changes make it imperative 
that creators and users of point-of- 
purchase materials reassay their ob- 
jectives in use of the only medium 
that is an actual part of the market 
place. 


> The above conclusions, far-reach- 


rn 
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— Still from the BofA film ‘‘People, Profits and You’’ 


What Supermarkets Need 


The needs of supermarkets for p.o.p. materials have been 
changing rapidly, and if you don't keep up with the demands, 


your materials will end up on the back-room floor, a 


ing as they are in their implications 
for all industries whose products 
are sold at retail, are based squarely 
on a thorough survey of changing 
point-of-purchase practice in scores 
of representative supermarkets in 
middle-western states. It was un- 
dertaken by executives of the New 
York and Chicago offices of the 
Niagara Lithograph Co. 

The need for and purposes of this 
on-the-spot field work-observation 
by trained p.o.p. experts, supple- 
mented by personal interviews with 
supermarket managers — can best 
be explained in terms of a short re- 
sume of past supermarket point-of- 
purchase techniques. The period of 
time involved, less than thirty years, 
is relatively so short that many sup- 
plier men have had experience in 


total waste of time and money. 


each of the many phases of p.o.p. 


> At first, supplied point-of-pur- 
chase materials were rare. Most 
store managers created their own, 
limited number of displays and 
crude, hand-lettered signs. Later, 
when brand-holders created mate- 
rials for retailers’ use, there was a 
period when the store owner or 
manager would accept and _ use 
practically anything. Integration 
with national advertising was virtu- 
ally non-existent. “Displays” were 
hawked on an idea basis. If his cur- 
rent “idea” seemed a good one, the 
owner of a non-advertised brand 
won as ready an acceptance as the 
national advertiser. 

Then, at the end of World War II, 


the inexorable problems of time and 
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space made themselves felt. The 
store owner who had formerly wel- 
comed any attractive point-of-pur- 
chase unit was now able to choose 
between ten, then twenty, then 
thirty units for every matching quo- 
tient of cubic feet of display space. 
Placements were made for shorter 
periods of time, p.o.p. items were 
made smaller, more compact. Fa- 
mous national brands, with com- 
manding dollar sales totals, were 
logically given greater space, more 
time in the store and preferential 
positioning. Integration of p.o.p. 
themes with national advertising, 
for “reminder” and follow-up value, 
became the order of the day. 


> For most national advertisers, this 
latest phase represents the status 
quo in point-of-purchase practice. 
But meantime, the procession has 
moved on in the market place. The 
problems of time and space become 
ever more acute. The store manager, 
striving constantly for greater dol- 
lar totals in a highly competitive 
era (witness the “spiff’ deals and 
stamp giveaways) is no longer fully 
satisfied with brand displays, no 
matter how hard-hitting and effec- 
tive, if they merely raise sales of 
Brand A 10% while in the aggre- 
gate sales of Brand B, Brand C and 
Brand D decline a commensurate 
10%. 

Point-of-purchase does not meet 
his requirements if it is merely an 
advertising extension of national 
advertising, if it fails to merchan- 
dise, too. Only if p.o.p. both mer- 
chandises and advertises, sells the 
sizzle as well as the steak, does he 
feel that it can increase his over-all 
sales totals. 

Generally aware of this altered 
attitude of store owners and man- 
agers, from field reports, Niagara 
officials had the uncomfortable feel- 
ing that both the vendor and the 
supplied purchaser of point-of-pur- 
chase materials were inadvertently 
becoming unrealistic in their ap- 
proaches to a medium that was a 
living part of the market place and 
must necessarily accurately reflect 
conditions at retail. 

Specifically, they suspected that 
the vendor was becoming perilously 
close to a position in which he 
would merely sell converted paper, 
ink and other basics which would 
tritely ape the latest four-color 
magazine advertisement for a lead- 
ing brand; that the brand-holder 
was perhaps falling in love with 
“integration” for integration’s sake, 
was placing too much stress on the 
advertising function of p.o.p. to the 
neglect of its merchandising func- 
tion. 


These fears were mere hunches 
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before field work was undertaken. 
Once it was under way, they be- 
came proved facts. 


> In supermarket after supermar- 
ket, chain and independent, it was 
found that the circle had come 
around full swing. Supermarket 
managers enjoy an amazing amount 
of autonomy. In store after store, 
conditions of thirty years ago were 
being experienced again. Expensive 
brand units were being discarded 
or placed in the background while 
crude hand-lettered signs were 
making their appearance again, 
along with “home-made” displays. 

The first day’s understandable 
impression was that amateurs were 
rushing in where experts would fear 
to tread. But these store managers 
were obviously busy men. Even if 
they fancied themselves as display 
geniuses born to blush unseen, they 
had no time for ego satisfaction. 
Their p.o.p. creations, crude as they 
might be (certainly no candidates 
for awards in “display art” con- 
tests), had an obvious common pur- 
pose — that of encouraging greater 
over-all store sales totals, through 
promotion of entire product cate- 
gories, through related-item promo- 
tion, through inter-department tie- 
ups. 


> My interviews with store man- 
agers confirmed this. They were 
young (averaging about 35 years in 
age), intelligent, under constant 
competitive pressure for sales, and 
completely confident as to what had 
to be done to realize sales objec- 
tives. Unanimously, they preferred 
a supplied unit if it accomplished 
the purpose, but were willing to 
stay late after a tough day to create 


Mountains of Coffee . . . This ceiling- 
high pile jumped sales. Clerk climbed 
ladder to shift cans to jumble heap as 
required. 


the desired p.o.p. effect, if that were 
necessary. 

The effects some of these man- 
agers achieved on their own are 
described herewith. These are rep- 
resentative of a great many such 
creations now common in middle- 
western super markets. 


> Here are a few examples: 


1.A “Party Food” department. 
Large and well stocked, it was 
placed prominently and featured 
high-profit items. Key to the pro- 
motion was a large “Party Foods” 
sign, which the store manager had 
had hand-lettered. Results were ex- 
cellent, both in dollar totals per se 
and in terms of estimated greater 
over-all sales totals for the store. 
The “Party Foods” sign took the 
place of a good many p.o.p. brand 
offerings. 


2. A somewhat similar “Let’s Have 
a Party” unit. The message was 
printed on a simulated phonograph 
record underneath a Styrofoam ball 
with prepared hors d’oeuvres. This 
was set on a pole atop a freezer 
counter containing high-profit 
olives, caviar, cocktail onions, etc. 


3. Almost universal recent use of 
wire-and-wheel ensembles, with 
hand-lettered signs listing item 
prices. A common usage consists of 
two tiers of baskets for displaying 
jumbled merchandise and specials. 
The units are mobile, of course. 


4. “Mountain” promotions. Huge 
piles of merchandise, reaching to the 
ceiling in many cases for maximum 
visual effect. Such mountains, as 
extension of the familiar mass dis- 
play, have been used to increase 
over-all sales (all brands) of such 
items as coffee. 


> Significantly, some leading brand- 
holders are now going along with 
the new trend on point-of-sale dis- 
plays that perform an over-all store 
merchandising function. However, 
they are doing it for their own sales 
interest as well as those of the re- 
tailers because it helps to increase 
his dollar volume throughout the 
store which, in turn, is reflected in 
the brand-holder’s own sales. 

Pillsbury, for instance, was at this 
time featuring point-of-purchase 
promotions which most definitely 
can be described as “altruistic” in 
nature. 

One was based on full-color il- 
lustrations of familiar fairy tales, 
such as the Cinderella story. Six 
stories were used in all. Wall panels 
were made in two or three planes, 
some with flitter and all in striking 
colors. In the Cinderella panel, copy 
read: 
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“Lovely Cinderella, princess for a 

night, 

Lost her tiny slipper in her mid- 

night flight; 

She knew the prince would follow 

with a wedding ring, 

For she had baked a layer cake 

fit to please a king!” 

The only “tie-in” was a small- 
sized Pillsbury credit. No “heavy 
sell,” but over-all sales of cake 
mixes (and of Pillsbury) resulted. 


> Another Pillsbury promotion, this 
one for Valentine’s Day, was de- 
voted solely to price and service. It 
consisted of a wire aisle arch, with 
the message, “Valentine Values — 
We Love You — Our Prices Prove 
It!” and featured one-word category 
messages on valentine paper hearts, 
such as “Cakes,” “Candy,” “Cos- 
metics,” etc. When the promotion 
was over, the store manager could 
keep the wire set-up for his own 
uses. 

A more direct brand tie-in was 
sponsored by Charmin Paper (divi- 
sion of Procter & Gamble). The 
theme was “Baby Your Budget,” 
an over-all sales approach, but one 
tying in with the Charmin Paper 
“Baby Your Skin” slogan. This unit 
was simple to construct, adequately 
promoted the company’s product 
and yet called attention to “big 
bargains throughout the store.” The 
complete kit included price tucks 
and pressure sensitive paper hands 
the size of baby hands, with “Baby 
Your Budget” messages. These were 
applied throughout the store. The 
promotion, which may be considered 
an ideal combination of brand and 
over-all store merchandising (thus 
eminently satisfactory to both brand 
holder and store owner or man- 
ager) is said to have increased sales 
as much as 600% in some super- 
markets. 


> The pressing need of store man- 
agers for p.o.p. units which will in- 
crease store-wide or product-cate- 
gory sales volume is also attested to 
by the popularity of materials made 
available by such agencies as the 
Washington Apple Commission, the 
Idaho Potato Commission, United 
Fruit Co. (bananas), and Sunkist 
Orange. 

What are the conclusions? 

The feeling of myself and the as- 
sociates who took part in field work 
is that what was found represents 
a new and decisive trend, one that 
is still only in a formative stage but 
which will dictate, to a large extent, 
future point-of-purchase practice. 
The conclusion applies directly only 
to the supermarket field, but since 
retailing generally has taken all of 


Home-Made Sign . . . Manager created 
his own display and sign to boost sales 
of high-profit items. 


its major innovations from the self- 
service outlets, it is probable that it 


will apply to all retailing of the fu- 
ture. 


> The trend is “new” only in a time 
sense. Actually, it is a return to 
basic principles of point-of-pur- 
chase and makes the controversy 

of the last few years as to whether 
p.o.p. is “advertising” or “merchan- 
dising” seem a little academic and 
unreal. It is something obviously 
that cannot be decided from the 
high places. From the viewpoint of 
both retailer and consumer, where 
they meet in the market place, p.o.p. 
is still a unique blend of advertising 
and merchandising. 

Comparatively, of course, it is the 
merchandising function that has 
been neglected. Point-of-purchase 
cannot be merely an extension or 
interpretation of national advertis- 
ing themes. This must be accepted 
as factual if for no other reason 
than that the time and space prob- 
lem in the retail store, no matter 
how large, constantly becomes more 
acute. 

The shift is more a matter of cre- 
ative emphasis at the vendor and 
supplier levels than a revolution in 
itself. 


>» The vendor, we feel, in the client’s 
interest, must think more directly 
and effectively in terms of p.o.p. ad- 
vertising-plus-merchandising, 
in addition to creating must be will- 
ing to take an active part in actual 


and 


merchandising follow-through in 
the market place. 

The brand-holder who supplies 
point-of-purchase to retailers must 
think in the same altered terms if 
he is to be represented at retail 
realistically. This does not mean a 
diminution of brand appeals, for the 
sales volume represented by na- 
tional brands will continue to com- 





mand dominant space-and-time 
p.o.p. treatment in retail stores. But, 
it does mean a different kind of 
brand emphasis and a broader ap- 
proach . . . one in which, it may be 
said, brand appeals will feed greater 
over-all sales totals and greater 
over-all store sales totals will, in 
turn, increase brand sales. It’s a 
matter (as it always was, even 
though it may have been forgotten 
in some quarters) of selling the 
sizzle as well as the steak. 44 


Ideas, Ideas... 


AR Lists Possibilities 
of Signs and Displays 


With the increasing tide of in- 
novations in the small sign and dis- 
play field, the possibilities for 
identifying a product or company 
become more varied all the time. 

The following list contains an 
assortment of ideas worth mulling 
over if you’re planning a new prod- 
uct display or company sign. 


Bumpoa-Tel A new leaflet from 
Signs Bumpa-Tel Sign 

Co., Mounds, IIL, 
shows a variety of Bumpa-Tel car 
signs in actual use. According to the 
leaflet, the Bumpa-Tel signs take 
only 30 minutes for the original in- 
stallation and are constructed of a 
polished aluminum frame with a 
sheet steel sign panel. 

They are available in two sizes, 
the Petite, 40x12”, or the Regular, 
40x17”. All signs are available with 
turned-edge panel option which al- 
lows the use of messages lettered 
on inserts for easy and economical 
replacement. 

Full prices for the Bumpa-Tel 
units are listed in the leaflet. 


- for more details circle 208, page 97 


Display Aids Details on a _ bat- 
From Haftson tery-powered turn- 

table and a series 
of motion lighting units are avail- 
able from Haft & Sons Inc., Brook- 
lyn. 

The turntable is a 15-ounce light- 
weight that can hold up to five 
pounds and works on_ ordinary 
flashlight batteries. Designed for 
small, animated displays, the unit 
has a special fitting available for 
pole signs and use with a pole dis- 
play clamp. 

The folder on the Haftson motion 
units illustrates and describes cir- 
cular, rocking, lifting, turning, oscil- 
lating, vertical, tapping and special 
motion units plus a variety of dis- 
play cords, flashers and switches to 
permit closer viewing. 

In addition to messages, the signs 
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TELEVISION - APPLIANCES 


-all the advantages of 
pressure sensitive application! 
- all the permanence of a true decal sign! 


Meyercord research has produced a new Point-Of-Sale sign 
which combines the speed and simplicity of pressure sensitive 
application with the permanence and brilliance of a Meyercord 
Decal. Among the national advertisers successfully using 
Meyercord Pressure Sensitive Decal Signs are Admiral T.V., 

Stag Beer, Seven-Up, Amtico Flooring, Canada Dry, Gunther 
Beer, Arkansas Traveler Boats and others. No water is needed for 
the simple, fast application. As a result, far more of these 
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salesmen and field crews welcome this new convenience in 
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international 
fransparency 
WINDOW SIGNS AND VALANCES 


Millions of dollars in FREE ad space 


In terms of “advertising values”, the space on your dealers’ 
windows is beyond estimate—yet it is yours, absolutely 
FREE for an attractive and durable window valance or door 
sign. Identify and hold your outlets with International 
Transparencies. They offer more for your advertising dollar 
than any other type of sign available today! 


Longer lasting — on some locations for 15 years. 


Richer, fuller, more attractive colors. 


Equally effective night and day — translucency permits 
night time “illumination” from store lights. 


Quickly and easily applied. 


Does not interfere with window washing. 


For almost thirty years, America’s nationally known adver- 


tisers have used and preferred International Transparency 
window signs and valances. 


COMPLETE CREATIVE DESIGN AND ART SERVICE 


Write for complete information and FREE samples 


international transparency co. 
310 LAKESIDE—CLEVELAND 10, OHIO 
Sales offices in all principal cities 
AMERICAN DECALCOMANIA CO. OF CANADA @ 735 Prince Rd. © Windsor, Ontario 
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can pictorially demonstrate the 
product, change facial expressions, 
flash from art to copy, and even 
show 3-D effects. 

Made with plastic surfaces, the 
signs are available in sizes from 
1” to approximately 11x14” in rec- 
tangles, squares, circles or any 
practical die-cut shape. 

Additional details on the Vari- 
Vue and the company’s “Colortrans” 
are available. 

- for more details circle 209, page 97 


Salesmaster A traveling word 
Display sign, the Salesmas- 

ter, from Krupnik 
Mfg. Co., Chicago, moves a 30-word 
sales message in front of the view- 
er’s eyes in 30 seconds. 

By transposing the sales message 
on a regular 35mm film and revolv- 
ing this film across a window in 
the cabinet, the unit provides a 
sales-making combination of light, 
color and action. 

The sign is 21x7x9” with a black 
wrinkle-finish and uses a 30-watt 
lumilite lamp or 15-watt fluorescent 
lamp. Message letters are 7%” high 
with an opening spread for the 
message of 1x18”. 

An illustrated leaflet from the 
company shows various applica- 
tions of the Salesmaster in action. 

- for more details circle 210, page 97 


Rocket Motor A leaflet from the 
For Displays J. W. Glaser Corp., 

Yonkers, N. Y., 
shows an actual size illustration of 
the company’s “Rocket,” a battery- 
operated display motor. 

Features for the unit include a 
slim-line design that allows pack- 
ing in 34” of space, a direct-con- 
tact electric circuit design, a closed 
magnetic circuit design, the ability 
to work while tilted or placed at 
an angle, and a spring-action bat- 
tery clip that holds a standard 12- 
volt flashlight battery. 

The leaflet also includes informa- 


tion on custom-made animations. 
. for more details circle 211, page 97 


We’re experts when it comes 
working with low budgets. . . 





How to raek up 
Better sales 


A new source of sales for many non-food products is the modern supermarket. 


But this channel has special packaging requirements, outlined specifically here. 


By F. G. Ruffner Jr. 
President 

Gale Research Co. 
Detroit 


About the lushest secondary- 
market potential for makers of non- 
food merchandise today lies in the 
supermarket field. But with all its 
magnetic appeal, the food store may 
still be a snare for the unwary. 

Packaging is the primary clue to 
much of the success that manufac- 
turers of housewares, soft goods and 
toiletries find — or lose — in the 
supermarket aisles. Other aspects of 
foodstore retailing present their 
problems, but this one is truly bas- 
ic. 


> In recent years the rack jobber — 
or “service distributor” — has found 
many of the answers, and made 
food-store selling a healthier under- 
taking for thousands of producers of 
suitable goods. He has, in fact, come 
to account for at least two-thirds of 
food-store volume in most nonfood 
lines. 

Hence, if you're considering a 
drive to sell your product through 
supermarkets, chances are you'll do 
it most effectively through a rack 
jobber, and that he’s the fellow who 


will tell you what the product needs 
to put it over, including the almost 
inevitable packaging changes. 

But what is a rack jobber? That 
term, now somewhat of a misnomer, 
derives from the early period — 
barely a decade ago — when the 
jobber provided not only merchan- 
dise and service, but also the dis- 
play fixtures to present nonfoods to 
grocery-store customers. 

Today’s rack jobber seldom sup- 
plies the racks or shelves. In the 
interests of uniform store layout, 
the owner’s fixtures are used. 
Otherwise, the rack jobber’s func- 
tions are much the same as a decade 
ago. Briefly, he offers the retailer 
these benefits: 


1. Complete buying service 

2. Wide variety of tested merchan- 
dise 

3. Rotation of slow-moving goods 
4. Guaranteed sale 

5S. Full stocking and display service 
by trained personnel 


In the course of fulfilling this 
fivefold program, the rack jobber 
has become a real expert on what a 
product has to have — and what 
you have to do with it — to make it 
move off supermarket shelves at a 
fast enough rate to be in the same 


league with the twelve to fourteen 
or more turns of inventory a super- 
market operator is accustomed to. 


> For turnover is basic. It is true 
that grocery items return an aver- 
age of perhaps 16 or 17%, while 
nonfoods give the retailer nearly 
double that profit margin. But if 
turnover falls appreciably below 
that of soap and canned goods, the 
food retailer has lost the advantage 
in his net-profit picture which he 
hoped to gain by selling nonfoods in 
the first place. 

There is a widespread miscon- 
ception that rack jobbers serve 
principally an interim function for 
the food store — and will weaken as 
grocers gain experience with non- 
foods. Yet the field today is healthi- 
er and more optimistic than ever 
before, and it is becoming quite ap- 
parent that it has a role of perma- 
nent importance. 

Sales through food stores have 
completely changed the marketing 
patterns of many firms which ap- 
proached the problem properly. The 
attempt has also been an expensive 
and fruitless adventure for others. 
The same applies to supermarkets: 
many have found a new horizon in 
nonfoods, raising profit substantially 
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New Bank Poster Service For 
Window, Wall and Lobby Display 
Full color Posters, 28” x44”, on 
heavy card stock. Many have life- 
size, hand-colored, photo blow-up 
as part of the layout. Yearly series, 
approved by Bank executives. Sev- 
eral types Poster display frames 
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and in time giving half or more of 
their selling space to nonfoods; but 
in other cases the space given to 
nonfoods has shown little more 
earning power than shelf space 
given to salt or cereals. 


> In cases where the sales effort has 
failed most dismally, the fault has 
usually been chargeable to improper 
packaging, more than to any other 
shortcoming. 

About 90% of the nation’s food 
stores now stock housewares, 
against only 7% who sold such 
merchandise in 1949. In toiletries 
the pattern is similar. The full po- 
tential has not yet been reached, 
however. Many stores have very 
small space devoted to nonfoods, 
though the trend is_ constantly 
toward more and more such goods. 
Eight to ten years ago, the progres- 
sive food merchant experimenting 
in nonfoods devoted an average of 
four to eight lineal feet of shelf 
space to them. Today most stores 
average 30 to 42’ of nonfoods, but 
200’ departments are not too un- 
usual. 


> With the increase in the display of 
nonfoods, plus an _ ever-growing 
parade of smaller stores adding to 
their housewares and toiletries at a 
higher-than-average rate, the rack 
jobbing field is booming. The sec- 
ond edition of our National Direc- 


lOO FEET 4Q¢ 


Double Virtues . . . This box combines 
visibility and package strength. 


Prize Winners .. . 
All methods except 
tagging are repre- 
sented among these 
examples. 


tory of Rack Jobbers will list more 
than 700 firms in the business — as 
against 437 in the first edition pub- 
lished last year. American consum- 
ers this year will spend over $800 
million for nonfoods in supermar- 
kets, and rack jobbers will sell two- 
thirds of that volume. 

This merchandise is generally in 
the classifications of housewares, 
toys, soft goods and toiletries. While 
many operators have put a $1 to $2 
ceiling on prices in the past, a trend 
to more expensive small electrical 
appliances appears to be opening 
the way to a higher plateau. 


> Basic requisites of a product — 
the naked merchandise before pack- 
aging considerations — are: 


1. Should require no assembly 

2. Offers fast turnover 

3. Is relatively low in price (sub- 
ject to the upgrading trend men- 
tioned above) 

4. Easy to stack or dump 

5S. Not so small as to encourage 
pilferage 

6. Needs no demonstration 

7. Provides a good margin (The 
rack jobber should receive at least 
the same discounts offered to other 
wholesalers, in order to provide an 
attractive deal for the food retailer) 
8. Should be commonly used and 
understood — and, preferably, offer 
repeat potential, though with rack- 
jobber rotation of stocks this is not 
imperative. 


If you have a consumer product 
that fits these qualifications, you 
have the beginnings of a new mar- 
ket in the food stores. But you have, 
so far, only the beginnings. What 
will make or break your item will 
be the way in which it is packaged. 


> Too many consumer-goods pack- 
ages today are totally unsuited for 
selling, which must be their prime 
function beyond the basic job of 
containing your product. Manufac- 
turers spend thousands of dollars 
designing beautiful items, selecting 
just the right color combinations 
and so on. And then, more often 
than not, they put the item in a 
package which completely hides it 
and, even worse, is much less at- 
tractive than the product inside. 





The importance of recognizing 
this need, for rack-jobber sales, is 
perfectly illustrated by the experi- 
ence of Vaughn Manufacturing Co., 
maker of a can-opener previously 
sold through hardware and house- 
wares dealers. Wishing to grab a 
spot in the food stores, Vaughn 
looked at all of the six basic types 
of packages used in this field and 
selected a transparent acetate cyl- 
inder covered at each end. The can- 
opener came out of a typical red 
and yellow box, which had made 
the contents totally invisible. 

Putting this can-opener out in 
the open where it could be seen 
boosted sales — in hardware stores 
as well as in supermarkets — twelve 
times above the previous level. 
Many such cases could be cited to 
support the vital role of good pack- 
aging in food stores. 


>» Making the package fit the super- 
market is not just a matter of 
“good” design, either. L. Bowden De 
Forest, executive vice-president of 
the American Rack Merchandisers 
Institute, points out that one of the 
nation’s leading, most _ successful 
package designers has suffered a 
“flop” on the food-store racks. The 
keys to good rack-package design 
are simplicity — a _ billboard-type 
presentation to catch the shopper’s 
eye quickly and get a story across 
instantly — and the answers to three 
questions about the product: What 
is it? — What does it do? — How 
much does it cost? 

There may be 6,000 to 7,000 items 
in an average food store, and the 
nonfoods department can range 
from 200 items to as many as 800; 
in this kind of competition, your 
product has to get its impression 
over quickly and forcefully to have 
a chance. 


> The packaging of nonfoods for 
supermarkets involves six different 
basic packages: 


1. A simple sleeve, such as might 


Sleeve Packing . . . Special design holds 
coat-hangers without affecting visibility. 
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are saving time and money every day. It’s 
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Label is on . . . without moistening! 
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AVERY ADHESIVE LABEL CORP., Div. 113 
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Baby Item Department .. . This aisle- 
end rack, placed close to baby foods, is 
serviced by the rack jobber. 


be used to present a clothesline. 


2. A label for a product such as a 
pot, pan or bottle which is self-con- 
tained. 


3. A tag, for items like electric- 
cord sets. 


4. A bag, to hold such things as 
plastic table cloths, ironing-board 
covers and the like. 


5. A box, typical for toys or games. 


6. A card, to which a paring knife, 
peeler or similar small item may be 


affixed. 


These types of packages are, ob- 
viously, designed to fit the peculiar- 
ities of each item sold in a food 
store. In determining which to use, 
the manufacturer — guided by the 
rack jobber — can pick the right 
one by visualizing his product in 
each under store conditions. 


>In addition to these _ specifics, 
other requirements of the package 
must be kept in mind, in terms of 
the conditions under which it will 
be displayed and sold: 


1. In line with its basic purpose as 
a container, the package must keep 
its contents clean, and must protect 
the product from damage in fre- 
quent handling if the item is fragile. 


2. The package must be adapted for 
the most suitable method of han- 
dling in the stores. If it is to be 
stacked, it must be of a size and 
shape that will stack easily. If it 
will be dumped in bins, the package 
must retain its identity and be so 
made that several of them won't 
stick together in the bin; this means 
no sharp points, for one thing. On 
the other hand, if hanging is to be 


the method of display — perhaps on 
a pegboard — hang-up holes of 
proper size and strength must be 
provided. (ARMI sets 5/16 inch as 
the minimum diameter of such 
holes for practical use). 


3. The package should illustrate the 
product in use if possible — and 
must have a prominent, adequate 
price-marking space. (% to 1” 
square or circle is preferred). 


4. Finally, the package must con- 
serve space in the best possible 
manner. Regardless of how attrac- 
tive a package may be and how well 
it displays the product, neither the 
rack jobber nor the food-store op- 
erator will accept it if it is larger or 
more awkward than necessary. 
Both operators naturally measure 
success of an item in terms of how 
many dollars of gross profit it can 
earn per square foot of space. 
Therefore, an item which ignores 
space economy has little future in 
this market. 


> The brightest aspect of packaging 
for supermarkets, from the manu- 
facturer’s standpoint, is the fact that 
the basic principles required here 
are almost certain to help his sales 
in all types of distribution, accord- 
ing to most experience. For these 
principles are not essentially differ- 
ent, except in degree, from those 
which should govern all packaging. 
In the food store, closer attention 
to such factors is forced upon the 
manufacturer. 

While some firms have special 
packaging for supermarkets, and 
retain older containers for other 
outlets, the majority of manufactur- 
ers can probably profit by adopting 
a new food-store package as stand- 
ard for all channels of trade. In the 
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Soft Goods Package . . . Cellophane or 
plastic films make good materials for 
these flexible items. 





hardware, dry-goods, variety and 
department stores, this will often 
show a healthy sales increase. eee 


In essence, then, it may well be WILL DO i aK 
that the grocer, through the rack SS O07 
jobber who services his nonfoods 
departments, is leading a packaging 


revolution which can benefit our 
entire distribution system. 44 


Booklet Gives Pointers 
On Product Development 


Do you have a new product 
“brain-child”? According to Foster 
D. Snell Inc., New York, in its How 
to Develop Successful New Prod- 
ucts booklet, only one out of every 
500 of these “bright ideas” proves 
practical enough to reach the mar- 
ket as a finished product. 

Failures can be avoided, says the 
booklet, providing careful “idea- 
issuing  Precedes the leap into pro- | — General Electric Company identifies its 


, the Snell booklet is amusingly | Textolite® Decorative Laminated Surfacing 
illustrated and covers such vital 


factors as product research, con- with Pressure-Sensitive FASSON 


sumer testing, timeliness, product 
introduction and financing by well- | General Electric wanted something easy to apply — that would hold tight, 
planned sections that include: yet come off instantly, when desired . . . even months later, without scrap- 
ing, soaking or scrubbing and... it had to be attractive. 

FASSON Silver Metallic Paper backed with FASSON’s “Temporary” adhesive 
was selected. It adheres to any smooth surface instantly and holds fast, yet 
@ Should You Develop a Product comes off cleanly, with a simple peel. It can be printed by letterpress, 
This Year? lithography or silk screen or die cut to any shape. FASSON comes in a wide 
e Ask Your Best Customers for | range of paper stock finishes, in transparent acetate, silver and gold foils, 
Suggestions vinyl and “Mylar” films. Either “temporary” or ‘‘permanent” type adhesives 
e How to Stay Ahead are available. 

@ Brains for Rent Let FASSON work for you, at the point-of-sale or anywhere along the line. 


© Cross-Breeding Ideas Send the coupon for free samples and a copy of our Creative Use File. It is 
chock-full of ideas you can use. 


@® How to be Successful 
@ Reasons for Failure 


The last section of the booklet 
contains a “How to Solve it” page 
which admen can send in for help 
concerning specialized product 
problems. 


SS ee a es i a i a a eee 
| Fasson Products 
Dept. A7F 250 Chester Street, Painesville, Ohio 


Please send me FASSON samples, prices and literature. 
- for more details circle 207, page 97 


Fasson Products oe cee 
Painesville, Ohio 
Sales Offices In: 


Boston Detroit 

Chicago New York 

Cleveland Oakland, Calif. 
Philadelphia 


Zone —— State 


eae eae 





7h Want to improve your tags? 


CHECK LIST Use this free check list to help you improve your point of 

purchase tags. Hints on: design, copy, type, color, ete. 
Based on over 60 years of experience in designing and pro- 
iimiaadiianas ducing hard-selling tags. Simply cut this coupon and send. 


FOR BETTER 


veh Name 


Firm _ : ___ Title 


Address likicckaaiaieiabcsciadtandaatiaaneeatiaieasiammanainamaeectl 
New Nameplate Press... . Clearview 


: : City ve a aici 
Co. introduces a compact machine that 


THE NATIONAL TAG €O., 337 S. Patterson Bivd. aaa 1, Ohio 








enables the stamping of special code 
letters, etc. on all identification plates. 
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Art & Photography 

Color Corp. of America 

Enterprise Photos 

Flexible Lay uTs 

Kileen Stud 

Mack, Douglas 

Major Photo C 

NuZart Serv ce 

Photo-Matic Co. 

Rapid Copy Service 

Sander d 
Co. Inc 

Stivers Stud 

United Pre Assoc 

W atts Bob 
Photography 

Zepp Photo Service 

Art Supplies 

Bienfar 3 Paper Co. Inc. 

Chicago Cardboard C 

Craftint Mfg. Co. 

Haberule Co. iti 

Lewis Artist Supply C 

Paasche Airbrush Co. 

Balloons 

Eagle Rubber Co. Inc. 

Pioneer Rubber Co. 

Banners 

Pratt Poster Co. ..... 

Binders, Catalog Covers 

Acco Products Inc. 

Heinn Co. . 

Binding Equipment & 
Materials 

Acco Products Inc. Ss 

Camera Lucida 

Engel, J. A. Ine.. .... oie oe 

Lacey-Luci Products Co. .... 70 

Clipping Services 

Burrelle's Press Clipping 
Bureau . 32B 

Clocks, Advertising 

American Sign Co. .... 12 

Cold Type Equipment | 

Fil motype Co rp. 

Remington Rand Div. . 

Color Separations 

Co we Pre 5 Inc 

Control Boards 

Graphic Systems 

Cropping & Scaling 
Instruments 

Brandt Corp. 

Decals 

Allied Decals Inc. ; 

International ee 
Co 

Meyerco td Co. .... 

Direct Advertising 

Brodie Advertising Service 

Crocker, H. S., Co. Inc. 

Its Hot 

Moss, M. E. & Co. 

Volk, Harry Jr., Art Studio 

Direct Mail Equipment 

Inserting & Mailing Ma 
chine Co. e 

Direct Mail Novelties 

Fe RY itiscnea 


32B, 41, 
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Display Materials 
Fasson Products We 
Grace Letter Co. 86 
Josarah Enterprise 70 
Kleen-Stik Products Inc. 16 
Pratt Poster Co. 8 
Security Displays 90 
Display Motors 
Hansen Mfg. Co. Inc. 33 
Easels, Lecterns 
Arlington Aluminum Co. 80B 
Oravisua! Co. Inc. 36 
Envelopes 
Colortone Press 79 
Cupples-Hesse Corp. 76 
Du-Plex Onvelope Corp. .... 66 
Paper Co. 14 
Fluorescent Colors & Inks 
Craftint Mfg. Co. ~ =e 
Radiant Color Co. . 60 
Switzer Bros. Inc. 48A 
Fluorescent Papers & 
Materials 
Craftint Mfg. Co. ae 
Radiant Color Co. .............. 60 
Gravure Services 
Acme Gravure Services Inc. 14 
Collins, Miller & Hutchings 
Sa sd Se . 58 
International Color Gravure 
Inc. 2 
Inks, Silk Screen Process 
Craftint Mfg. Co. a 
Naz-Dar Co. 3. 
Radiant Color Co. ............. 60 
Switzer Bros. Inc. . ... 48A 
Invisible Ink Postcards 
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“a Adhesive Label 
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Labels 
Allen Hollander Co. Inc. . 
Avery Adhesive Label 
Corp. 
Letter Shops 
Brodie Advertising Service 
Lettering Devices 
Varigraph Co. Inc. . 
Letters, 3-D 
Grace Letter Co. 
Josarah Enterprise 
Mechanical Screens 
Mask-O-Neg 
Motion Picture, Slide, TV 
Services 
Admaster Prints Inc. . . 4i 


Kileen Studios .... 32B, 41, 42 
Telefilm Inc. . a 


Packaging 

Switzer Bros. Inc. - 
Packaging Stocks 
Oxford Paper Co. . 24A 
Transilwrap Co. plage 
Paper Chemicals 

American Cyanamid Co. .... 59 
Paperboard 
American Writing 


Hammermi 


. 48A 


Paper 


Cotton Fiber Paper Manu 
facturers 

Northwest Paper Co. 

Sorg Paper Co. 

Papers, Cover 

American Writing 
es .. 

Northwest Paper Co. 

Sorg Paper Co. 

Papers, Letterhead & 
Duplicating 

Writing 


Paper 


American Paper 

Cotton Fiber — Manu- 
facturers 

Eastern Corp. 

Gilbert Paper Co. 


21 
8A 


55 
21 


~ Back Cover 


Inside Front Cover 


Northwest Paper Co. 


Papers, Printing 
American Writing 
Ce.. < sate 
Chemical Paper Mfg. Co. 
Eastern Corp. . 
Mead Paper Corp. . 
Northwest Paper Co. . 
Oxford Paper Co. 
West Virginia Pulp & — 
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Cotton Fiber er Manu- 
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Photo Reproduction 
Services 
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Rapid Copy Service Inc. .... 
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Capitol Engraving & Elec 
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Back Cover 
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Dot Engravers Inc. 
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Northwestern Photo Engrav 
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Group 

Reilly Electrotype Co. 

Inside 
Stafford Enaqraving Co. 
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52 
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Back Cover 
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Photographic Equipment 


Engel, J. A., Inc. 
Lacey-Luci Products Co. 
Photographic Materials 
Eastman Kodak Co. 
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International 
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Sculptural Promotions Inc. 


Plastic Plates 
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Bronze Tablet 
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Josarah Enterprise 
Poster Products Inc. 
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oe 
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International 
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Frufeuell Souteed for 


Services and Supplies 


Labels 


LABELING PROBLEM? 


HEAT-SEAL, EMBOSSED, 
EVERY TYPE. 


Call MOtt Haven 5-1 5- 1618 
fer ‘Able Label’ Aids | = 


Engravings 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well. 


Save % usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes. 


STAFFORD ENGRAVING CO. 


y N. PENN. ST. ¢ INDIANAPOLIS 
Tape Duplication 


SEND YOUR PERSONALITY ALONG 
Speak simultaneously to al! salesmen, distributors. 
regardless of number or locale, for less than $1 per 
hour per branch via our tape duplication service 
Any number of branches in USA covered in 48 
hours. Full facts from. - 

¥ RECORDED PUBLICATIONS LABS 
“4 1544-1556 Pierce Ave, Camden 5. NJ 


WOodlawn 3-3000 WaAlnut 2-4649 


Type Fonts 


FINE VARITYPER FONTS $10 
GET LIST! FREE TRIAL 


USE YOUR VARITYPERS FULL POTENTIAL 
(Worth $30.50 each New) 6 only $49.50 
Choose the right type for more effective copy 
Varitypers $175, DSJ 9 fonts $1250. Terms 


Adamm co 656 Broadway New York 12 


Advertising Services 


PLASTIC 
Po 
BRILLIANT 


MADE TO YOUR SPECIFICATIONS 
ell 

ALLIED DECALS 8422 HOUGH AVE. 
ae CLEVELAND 3, OHIO 
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Film Lettering 


hn 


Perr RAPID 
FILM-LETTERING 
SIZED TO FIT LAYOUT 


NEGATIVE OR POSITIVE 
NO MINIMUM 


e| Y > anywhere 8 A 
te for FREE Spe . hartA R 


yp RAPID TYPOGRAPHERS INC. 


305 EAST 46 STREET - NEW YORK 17,N. Y. 


Help Wanted 


E. E. WRITER 


immediate opening on expanding ad- 
vertising staff for experienced writer to 
handie ground communication sales 
brochures and ads. E.E. degree required. 
Limited travel, unlimited opportunity. 
Write to: M. E. Schinkel, Advertising 
Manager 


COLLINS RADIO 
COMPANY 


Cedar Rapids, lowa 


ADVERTISING SPECIALTY SALESMEN 
WANTED 


Highly acceptable new item. Offers opportunity for 
top earnings to ethical, reputable salesmen. You will 
present new idea and can choose your customers. No 
known competition. Opportunity for advancement. P. 0. 
Box 2295, Phoenix, Arizona. 


Stock Art 


(ready for the offset camera) 


READY MADE LAYOUTS for 
1 & 2 Color Catalog Sheets & Circulars 


TO USE: simply paste-up your Type Proofs & 
Illustrations in the blank spaces 

1,000s of LAYOUT VARIATIONS POSSIBLE by 
changing position of Layout Components (re- 
verses, bendays, boxes, etc. . .) 

SAMPLE KIT $1.85 prepaid . . 


FLEXIBLE LAYOUTS, 201 W. 89 St., NYC 24 


Color Prints 


BRILLIANT/ (>. ACCURATE LOW IN COST/ 


GEM Color—TOP QUALITY letter- 

inting at LOW COST for 

= runs of 160 100 Omi oe ee 

rt copy. All 

fab calor oes “DELIVERY in 2-3 
/EEKS. Free samples. 


Traced Ree ree: | mee 


ae Ab) 





Photo Lettering 


We Score Again! 
PHOTO LETTERING 


250 alphabets to select from 
Send for free Catalogues. 24 Hr. Service. 
No minimum. 


And Now, the First Time! 
Reductions or enlargements to fit your 
layout with our new Dexigraph 
Photo-Print Process — at the 

cost of a photostat. 


SR: 


PHOTO-TYPESETTING, INC. 
311 West 43rd Street, New York TF N.Y 
JUdson 2-0466-7-8 


Signs 
Single, Made To Order 


PRINTED SIGNS ¢ 


AND PRESENTATIONS 


WRITE FOR CATALOG N 


TEWART |i | SIGNS leter 


sT Office Box $01 Newark 1, WJ. 


Art and Photo 


DALTON 
‘“*‘admaster"’ 


100% reg leyeut and visualizing ped. 


Bienfang Paper 


metuchen, new jersey 


P.O.P. Display 


SCULPTURAL PROMOTIONS, 
INC. 


Smart P-O-P — Plaques — Figurines 
long and short runs — NO MOLD CHARGES 


write for more information 
441 Lexington Ave. New York 17 
Murray Hill 7-1369 


Advertising % 


BIG SHOW 


OF 


PRODUCTION - PROMOTION 
MERCHANDISING 


To see it... 
read ar 
To get in it... 
advertise in af 


o ADVERTISING 
REQUIREMENTS 




















201/Circle on Readers’ Service Card 
Spotlight Messages 

. . . details and samples of envelope win- 
dow ads are available from Gaw-O’Hara 
Envelope Co. (Page 76) 


202/Circle on Readers’ Service Card 
Publications List 

. . . Luce Press Clipping Bureau offers its 
revised Trade and Consumer Publications 
List. (Page 75) 


2@3/Circle on Readers’ Service Card 
Promotion Hat Catalog 

...@ catalog describing a wide variety of 
straw, felt, and Cel-A-Foil hats for promo- 
tion purposes is available from Jacobson 
Co., New York. (Page 80) 


204/Circle on Readers’ Service Card 
Metal Ad Specialties 

. ad specialties and gifts in substantial 
metal plus three-year, Metal-Craft calen- 
dars are described and illustrated in liter- 
ature from L. F. Grammes and Sons Inc. 


(Page 80B) 


205 /Circle on Readers’ Service Card 
Buttons and Tabs 
. special promotion buttons and tags 
designed by Green Duck Metal Stamping 
Co. are illustrated in a full-color leaflet. 
(Page 80B) 


206/Circle on Readers’ Service Card 
Bronze Plaques 

. @ brochure describing a variety of 
bronze plaques, signs, nameplates, etc., is 
available from International Bronze Tablet 
Co. (Page 80B) 


207/Circle on Readers’ Service Card 
New Product Booklet 

. . . Foster D. Snell Inc. has issued a well- 
planned booklet on developing new prod- 


ucts. (Page 93) 





208/Circle on Readers’ Service Card 
Bumpa-Tel Signs 

. new literature from Bumpa-Tel Sign 
Co. illustrates the car signs in actual use 
and details prices in full. (Page 87) 


209/Circle on Readers’ Service Card 
Display Aids 
. a leaflet on a battery-powered turn- 
table and folder on motion lighting units 
is available from Haft & Sons Inc. 
(Page 87) 


| a Advertising 


Requirements 





















210/Circle on Readers’ Service Card 
The Salesmaster 

- . @n illustrated folder from Krupnik 
Mfg. Co. details the mechanics of a mov- 
ing-message sign. (Page 88) 


211/Circle on Readers’ Service Card 
Rocket Motor 

- @ leaflet from J. W. Glaser Corp. de- 
scribes the features of its “Rocket” battery- 
operated, display motor. (Page 88) 


212/Circle on Readers’ Service Card 
Overlay Film Folder 

- @ shortcut for artists, Morlex Overlay 
Film for easy color separations, is de 
scribed and sampled in a new folder from 
Morley Associates. (Page 54) 





213/Circle on Readers’ Service Card 
Minute-Mount Folder 


- . how to mount and frame pictures 
without tears is explained in this handy 


Readers’ Service Dept. 





201 202 203 204 205 206 
207 208 209 210 211 212 
213 214 215 216 217 218 
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225 226 227 228 229 230 
231 232 


BUSINESS REPLY CARD 
First Class Permit Ne. 85, Sec. 94.8, P. L. & B., Chicago, DL 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Ulinois $t., 
Chicago 11, Ul. 






* Send for these free helpful selling tools 


booklet from Instruphoto Corp., N.Y., with 
details of its time-saving process. (Page 71) 


214/Circle on Readers’ Service Card 
Manual Outline ; 

- an illustrated booklet from General 
Binding Corp. describes a combined dupli- 
cating and binding system that makes 
short work of manual and report planning. 

(Page 64A) 


218/Circle on Readers’ Service Card 
Ticonderoga Offset Folder 
. - samples of a brilliant blue-white paper 
for offset use are offered in a folder pre- 
pared by International Paper Co. It en- 
ables color and monochrome reproduction. 
(Page 60) 


216/Circle on Readers’ Service Card 
Parchment Portfolio 

- new colors in Millers Fall Opaque 
Parchment are sampled in a folder from 


*&Please print or type information below 
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CITY & ZONE 


*®Note: inquiries for 


items listed 
not serviced beyond Oct. 15, 1957. 
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* Send for these free helpful selling tools 


the mill. Blue, green and buff have been 
added to this line of 25% rag content 
papers. (Page 60) 


217/Circle on Readers’ Service Card 
Cover Portfolio 
. Wheelwright Potomac Cover and 
Potomac Velour are included in a demon- 
stration portfolie from Mead Papers Inc. 
(Page 60) 


218/Circle on Readers’ Service Card 

Kromekote Blotters 

. . . Sorg Paper Co. offers samples of its 

new color series of blotters, laminated to 

Champion Paper’s Kromekote stock. 
(Page 60) 


219/Circle on Readers’ Service Card 
ATF Revivals 

. . » illustrations of popular old faces (in- 
cluding some collectors’ items) being re- 
leased by American Type Founders are 
given in a 6-page folder. (Page 67) 


BUSINESS REPLY CARD — 
First Class Permit No. 95, Sec. 949, P. L. & B., Chicago, ML 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS , 
200 East Illinois St., 


Chicago 11, Il. 


Readers’ Service Dept. 


9907 


Please have the following sent me: 


201 202 203 204 205 206 
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NAME 
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220/Circle on Readers’ Service Card 
New Specimen Book 

a 36-page booklet with one-line 
specimens of all the type available at The 
Compesing Room, New York, is offered. 
Feur pages of “new faces” are included. 


(Page 6&7) 


221/Circle on Readers’ Service Card 
Intertype Guide 

. . @ listing of 197 leading Intertype faces 
for line-casting machines has been pre- 
pared. (Page 67) 


222/Circle on Readers’ Service Card 
1957 Radio & TV Facts 

... A. C. Nielsen Co. offers its 1957 Radio 
Facts and Television Facts booklets. 


(Page 46B) 


223/Circle on Readers’ 
TV Spot Brochure 


Service Card 


States 
A EAE 
oe 
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ae 
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lists a variety of animated spot tv films 
for the dairy industry. (Page 48B) 


224/Circle on Readers’ Service Card 
Tapes in Stores 

. . « Oakton Engineering describes a sys- 
tem for using individual commercials with 
FM background music. (Page 48B) 


22S/Circle on Readers’ Service Card 
Talent Rate Card 

- samples of a new rate card that lists 
minimum union scales for radio-tv spot 
talent payments are available from Gor- 
don M. Day Productions. (Page 48B) 


226/Circle on Readers’ Service Card 
Day-Glo Acetate Sheets 

. . . for artists, a welcome addition to the 
Cello-Tak line of tramspcrent acétate 
sheets—Day-Gle colors—is illustrated with 
samples in a folder. (Page 71) 


227/Circle on Readers’ Service Card 
Field Reporting Service 

. . . details are offered by Case Histories 
Unlimited on its nation-wide coveraade. 


(Page 72) 


228/Circle on Readers’ Service Card 
Plan-A-Cal 

. . - details on a unique 20-year calendar 
are offered by L. D. Blehart Co. Plan-A-Cal 
cam be used for programming, promotions, 
purchasing, etc. (Page 72) 


229/Cirele on Readers’ Service Card 
Sample Frisket 

. a sample of a ready-made frisket for 
artists and retouchers is offered by SS 
Artist Materials Co. (Page 72) 


230/Circle on Readers’ Service Card 
Motion Picture Booklet 

. Association Films Inc. offers ‘Some 
Quick Facts about Free Motion Picture 
Programs” in a booklet. (Page 46) 


231/Circle on Readers’ Service Card 
Tape Recorder Booklet 

. . » Minnesota Mining tells how tape re- 
corders can save time and meney in more 
than 70 business and industrial applica- 
tions. (Page 46) 


232/Circle on Readers’ Service Card 
Film Prices 

.. . Riviera Productions lists a number of 
films, with running time and prices, that 
were produced imexpensively. (Page 46) 


Qarinencncnetecrmeneani 


*®Note:. inquiries..for items listed 
not serviced beyond Oct. 15, 1957. 














REILLY ELECTROTYPE DIVISION ° 


Not many advertisers buy full-page 
space for every newspaper ad they run 


—yet that’s the only postive way of 


assuring an ad undisputed prominence 
on a page. 

If you 4ad such a schedule, your ads 
must still compete against other full- 
page ads in the same newspaper. Since 
most advertisers buy even less space, 
they must compete against larger ads 
and equal-size ads as well. 

There zs a sensible way of virtually 
assuring your ad’s outstanding visi- 
bility and its dominance over the page 


on which it appears and the entire 


GIVE YOUR NEWSPAPER ADS A COMMANDING ADVANTAGE... 


newspaper edition in which it runs: 
Specify Reilly PLASTICTYPES* for 
your newspaper campaigns 

Reilly PLASTICTYPES give unsur- 
passed uniformity, legibility and half- 
tone brilliance, for Reilly is the ov/j 
electrotyper in the industry to employ 
skilled engravers for quality control, 
guaranteeing flawless precision in dot 
structure, type formation, plate thick- 
ness and depth. 

To prove that PLASTICTYPES give 
the finest possible reproduction of 
newspaper ads, let us show you tear- 


sheets from a national campaign 


305 E. 45TH STREET, NEW YORK 17. N.Y. 





When a quantity job is desired and economy re- 
quired, MANIFEST BOND satisfies the strictest 
demands ... for it provides the same “feel” and 
appearance as more expensive sheets. 


The moisture content of MANIFEST BOND is 
controlled electronically during the paper-making 
process...assuring that every sheet has just the 
right amount of moisture. This in turn reduces static 
electricity ... making for smoother performance in 
all printing processes. 


MANIFEST BOND'S greater bulk — exceptional 


in an economy sheet — not only reduces make-ready 
time, but results in smoother impressions... produc- 
ing a better-looking job throughout the run. 


Surface-sized for better “erasability,” MANIFEST 
BOND comes in six striking colors and a new, 
brighter, whiter white. 


Find out for yourself why MANIFEST BOND is 
the economy leader...and how it can lead your 
business to greater savings.. Ask your Eastern Cor- 
poration Merchant for a free sample packet today. 


wherever economy counts 
first in business 


- Manifest Bond is Ist choice 


in economy 
bonds 


EXCELLENCE IN 
FINE PAPERS 


Manifest Bond 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE » MANUFACTURERS OF QUALITY PAPER AND PULP ( 
MILLS AT BANGOR AND LINCOLN, MAINE + SALES OFFICES: NEW YORK, BOSTON, PHILADELPHIA, CHICAGO AND ATLANTA 


MANIFEST BOND 


ae 
MANIFEST LEDGER 
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